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NATIONAL VOICE Cr 


The World's 

Most Complete Line... 
AMERICAN 
BILTRITE... 

The World's Largest 

Soling Producer 


AMBIRCO 
BILTRITE 
EVERFLEX 
EVERLITE 
FLEX-RITE 
GUM-TRED 
HI-LITE 
NURON-CREPE 
RIB-TRED 











BILTRITE | in 
SURESTEP 
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HEELS AND SOLES TRU-GLIDE 


ae CHELSEA 60, MASS. co. VELVA-FLEX 
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“Smart Pump’. ee 


always PANDORA hi 


the smart, crisply tailored 
suit shoe for town and abroad... 
and, naturally, crafted in the 


finest calf Hubschman’s, of course 


_..in the gloriously rich colours for fall 


HupscHMAN'S CALF 


#3379 Deep Amber. Also in #349 Bankers Grey, 
#572 Town Brown, #564 Beetroot, #3344 Tartan Green 
... by Newton Elkin Shoe Co., Philadelphia 34 
E. Hubschman & Sons, Division of Gera Corporation, Philadelphia 23. . . Fashion Office: 261 Fifth Avenue, New York 16 





Wellington Boot, sizes 2-6 


ae 


Moccasin Slip-On, sizes 2-6 


WV 


Hush Puppies 


BY WOLVERINE 


for Kids | 


Hush Puppies, the breathin’ brushed pigskin shoe that’s 
the hottest selling casual in history, now enters the children’s 
market with a full line of youths’ and boys’ sizes and styles! 


Hush Puppies for kids are the same fine quality as those 
selected by the U. S. Olympic Committee to be worn as part 
of the official uniform for the United States Pan American 
Teams. They have been awarded the Seal of Commendation 
of PARENTS’ Magazine. 


Hush Puppies for kids are competitively priced, too! Youths’ 
sizes start at $7.98; Boys’ at $8.98—sure to prove a delight 
to cost- and quality-conscious mothers. 
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Boys’ Oxford, sizes 10-6 


Hush Puppies for kids get their initial send-off with an adver- 
tisement in PARENTS’, as part of the giant fall promotion. 
There'll also be bright, eye-catching four-color ads in THIS 
WEEK... PARADE...PLAYBOY ... plus additional major- 
market supplements carrying local dealer listings to bring 
sales right into your store. 


Hush Puppies for kids can build profits and store traffic for 
you. For dealer availabilities, write Wolverine Shoe and Tan- 
ning Corporation, Rockford, Michigan. A very few territories 
still open. Build profits today, the Hush Puppies way! 
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fills your shoes with the finest foam-on-fabric 


There’s a member of the FOAMcote family just right for every 
shoe you make... building in the quality you want. 
* Right Thickness *% Right Density 

* Right Fabric *% Right Color 


What’s more, the FOAMcote family gives you 
these features at a competitive price. 
Special manufacture is yours for unusual needs. 


Send your order and your deadline—Crown fills both! 
WRITE TODAY FOR HANDY SAMPLE CHART! 


(SOUS) RUBBER COMPANY, Fremont, Ohio 
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LEVOR 
KID 


grained-in 


CAPRELLO 


Glovey, drapeable, pleatable. 
Easily cleaned with a damp cloth. 


Beautiful, exclusive colors for 
Resort and Spring 


COSMIC 


Pure aniline coloring and finishing... 
unique boarding. 
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today’s 


BIG 
VALUE 


in juvenile shoes 


Blue Bonnet Shoe Company, 5 Franklin Street, Lawrence, Mass. 


September |, 1959 





FIRST VISITS... 


To Your Store 


ARE SO IMPORTANT 


Bring _ Back a and Again 











FLEET AIR 


SHOES FOR CHILDREN 





IT’S WATERPROOF! —2 


1610 


The boot for the man who wants the very best! Only 
Dunham's Duraflex 9” #7670 has ail the features: 
waterproof (GUARANTEED!) and breathable Natural 
Sylifiex ® leather . . . seamless vulcanized construction 

. glove leather lining . . . completely insulated for 
warmth . . . cushion insulated insole for warmth 
and comfort . . . full waterproof bellows gusset. . . 
natural gum outsole and heel. You — and your 
customers — couldn't ask for a better boot! 


@ WATERPROOF .. . and GUARANTEED 
to stay waterproof! 

@ Seamless VULCANIZED construction! 

@ Free-breathing INSULATED comfort! 

@ long-wearing outsole with  traction- 
tread! 
No breaking-in . . . soft, pliable leather 
inside and out! 


\ 


Re 
/ it i 


IT’S BREATHABLE! | 
IT'S INSULATED!” . 


NSULATED 
d ATERPROOF ( 


LEATHER BOOT 


TRUE 
Field 
oO a 
Outdoor Lify 


FORM 


The gporting News po 16 00 


ADVERTISED to help you SELL! Sizes 6-12 — 


Millions of readers of these national publications will see Dunham's 


Also available without insulation 


Duroflex advertised os *“*WATERPROOF”' this foll! Toke edvanta ef #7672 Sizes 6-12 eeee $14.40 


advertising that helps you-sell . . . use Dunhom's o. display 
material to make YOUR store the buying h q for * 
Duraflex in your crea! 








DUNHAM'S 





MEN'S VULCANIZED FOOTWEAR IN AMERICA! 


Oxfords, boots, hi-cuts — in a wide variety of styles, including waterproof, 
weathertight, insulated — all backed by Dunham's powerful advertising and 
merchandising program! No wonder America thinks first of Dunham's for 


vulcanized footwear! Write today for complete details. 


THE MOST COMPLETE LINE OF 








HW DUNHAM BROTHERS COMPANY svsccesecs, vermont 


Distributed in the East by DUNHAM BROTHERS COMPANY, Brattleboro, Vi. 
— in the Midwest by Ainsworth Shoe Co., Toledo 4, Ohio 
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There’s NEW profit in Suede Shoes 
when you sell 


TES ERI 


GIT 


6 oz. aerosol suede protector 


retail $1.25 and reconditioner 


NEUTRAL SPRAY 


Makes suede an "all-weather" leather... 
water rolis right off! 


@ Protects original beauty of new suede shoes 
@ Cleans and reconditions used suede shoes 

@ Prevents matting, water spotting 

@ Reduces color rub-off 

®@ Brings up nap, restores color 


@ Enhances suede’s natural beauty 


Nationally advertised .... to buita 
continuing acceptance and demand. 


FOR NEW 
OR OLD SHOES 


Dow Corning CORPORATION 
MIDLAND. MICHIGAN 
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On Stage. JUMP/NG- JACKS 


Everybody! 


2 














—How to plan and create advertising for greater effec- Bunny Lack: Hold that price line! 


tiveness, was outlined recently by Edward Praeger, Bos Bristo.: OK Bunny, we're holdina! 
president of the advertising firm in Baltimore, Md., : y, ing: 


bearing his name. He indicated: 


— “The biggest single factor in living and in retailing co Fred “Bunny” Black 

today is CHANGE. i Royal College Shops 
we f ‘S Lawrence, Kansas 

—“If your advertising has not undergone any really 


considerable change in the past fifteen years, in its 
character, methods or direction . . . then the chances 
are 10 to 1 that it is far less effective for you than 
it can and should be. 


—“To stay really alive and fully effective today, your Dear Bob: 
advertising is virtually certain to need change. Not Promised you a report on the 
just change for its own sake but planned change, cor- acceptance and our experience 
related with today’s conditions and your own store’s with Bristol Juniors and Seniors 
individual needs and aims. after a full season. Possibly 
’ . you've checked your records to 
—People buy items; but ideas buy people! This may note that our fill-in orders have 
sound like over-simplification but it is a vivid, con- been modest, but steady and regu- 
structive and useful simplification. It gives a very lar. Bristol Juniors and Seniors 
clear view as to what to do with your advertising are exceptional values at retails 
.. or certainly some of it. of $8.95 and $9.95. If you can 
avoid any price increase on these 
Bristol lines for the full back- 
to-school period, we're quite 
confident we will enjoy a nice 
increase in sales, plus cement- 
ing a strong following of the 
—“When you advertise, you are ON STAGE. You are high school and college fellows. 
in the act of telling a message—in print, before the Regards to all the fellows in 
mike or camera. Whether you like it or not, you are Monett. 
giving a personality-impression with every message 


you print. ZB, Cit é 
— Whatever else your advertising format may be.. . : y 
it needs to be distinctive. A distinctive advertising 


style gives you more for your money . . . more atten- Get to know the 
tion on the page, quicker recognition, stronger and volume plus of: 
y f 


—‘In a very real sense, you are advertising to ‘buy 
people.’ You are trying to buy their attention, their 
favor, their remembering of your store, their action 
. . . to get them to come in or phone or write for 
the item. 


more lasting impression, bigger results.” 





Pistol Cr 


VAISEY-BRISTOL SHOE CO. 
Monett, Missouri 


Publisher 
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Acme Boot Company, Inc. 
American Biltrite Rubber Co. 


American Juniors 
Shoe Company, Inc. 


Armour Leather Company 
Avon Sole Company 

M. Beckerman & Sons, Inc. 
Blue Bonnet Shoe Company 
Bristol Manufacturing Corp. 


Brown Shoe Company 
(Robin Hood Div.) 


Cat’s Paw Rubber Company 
Chambord Shoe Company, Inc. 
Colonial Tanning Company 


Craddock-Terry Shoe Corp. 
(Billiken Div.) 


Curtis * Stephens » Embry Co. 
Dunham Brothers Company 
Eby Shoe Corporation 
Endicott Johnson Corporation 


General Shoe Corp. 
(Friendly-Acrobat Div.) 


THE RECORD SHOWS 


hildrens Shoe Manufactu 


PARENTS’ MAGAZINE carried in 1958 


over 3 times as much infants’ and children’s 


footwear advertising as the 3 women’s service 


magazines combined ... and now over 4 times 


as much in the first five months of 1959! 


Gerberich-Payne Shoe Co. 
Gerwin Shoe Company 
Gilbert Shoe Company 

H. C. Godman Company 


Goodyear Tire & Rubber Co., 
Inc. (Neolite Div.) 


Green Shoe Manufacturing Co. 
Herbst Shoe Mfg. Co. 


Ideal Shoe Manufacturing Co. 
(Youngland Shoes) 


International Shoe Company 
(Peters Div.) 


International Shoe Company 
(Vitapoise Div.) 


John Irving Shoe Stores Corp. 


Juvenile Shoe Corp. of America 
(Lazy-Bones Shoemakers) 


G. R. Kinney Corporation 
Laconian Shoe Company 
Leather Industries of America 


Mishawaka Rubber & Woolen 
Mfg. Co. (Red Ball Footwear) 


Source P.I.B. 


Moran Shoe Company 
Peek-A-Boot, Inc. 

Pied Piper Shoe Company 
Ripple Sole Corporation 
Sears, Roebuck & Company 
Selva & Sons 

Shoe Corporation of America 
Simplex Shoe Mfg. Co. 

Sam Smith Shoe Corporation 


Talon, Inc. 
(Shu-Lok Fastener Div.) 


Tingley Rubber Corporation 
Trimfoot Company 
Tyer Rubber Company 


United States Rubber Co. 
(Footwear Div.) 


Vaisey-Bristol Shoe Co., Inc. 
Virginia Oak Tannery, Inc. 
Albert H. Weinbrenner Co. 
Wellco Shoe Corporation 


Wolverine Shoe & Tanning 
Corporation 
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ADVERTISE MORE, SELL MORE 
IN PARENTS MAGAZINE THAN IN 
ANY OTHER NATIONAL MAGAZINE 


AY THE Os 


CONSUMER 
Ons BUREAU 


PARENTS’ 


zp MAGAZINE = 
ee 
— we 


PARENTS’ 
COMMENDATION 

SEAL... 

takes the guesswork 
out of buying 

for all mothers! 


ACROBAT-PARTY GOERS 
(General Shoe Corp.) 


AMERICAN JUNIORS 


(American Juniors Shoe Co.) 


ARMATAN SOLES 


(Armour Leather Co.) 


CHILD LIFE 
(Herbst Shoe Mfg. Co.) 


FLEET-AIR 
(Eby Shoe Corp.) 


GERWINETTES 
(Gerwin Shoe Co.) 


JUMPING JACKS 
(Vaisey-Bristol Shoe Co.) 


KALI-STEN-IKS 
(The Gilbert Shoe Co.) 


LITTLE YANKEES 
(Sam Smith Shoe Corp.) 
MADISON SQUARE 
SHOES FOR BOYS 
(Shoe Corp. of America) 
OLD PALS 
(H. C. Godman Co.) 
PIED PIPER 
(Pied Piper Shoe Co.) 


SIMPLEX FLEXIES 
(Simplex Shoe Mfg. Co.) 


VITAPOISE 
(International Shoe Co.) 


WEE WALKERS 
(Moran Shoe Co.) 


PARENTS’ MAGAZINE 


noone GUARANTEE 1,825, 000 


PARENTS’ MAGAZINE 


52 VANDERBILT AVE., NEW YORK 17 


Chicago * Boston * Atlanta * Detroit » Los Angeles * San Francisco 


September |, 1959 


CHILDREN IN PARENTS’ MAGAZINE FAMILIES 


4,200,000 
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When you stock and SELL d ri izzle a 


REZILTUF 


made of wonderful 


THE BOOT BUSINESS HAS GONE TO HEEL! 
The hardened heel in this boot was proven to 
be spike-proof last winter by actual 

consumer usage throughout the country. 

No other boot can make this claim! 


#305 
HIGH SPIKE 
Puncture-Proof 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA 


IN NEW YORK: 5701 Park Avenue 
West New York, New Jersey 


IN CHICAGO: Airo Supply Co., 2732 North Ashland 
OR CALL YOUR NEAREST WAREHOUSE OR JOBBER 


#201 


i 


Skimmer Fiat 
Faille Pattern—Side Fasten- 
ing. Size 5-10. 


Slim toe skimmer flats and low heels 4/8-11/8 heel height. Fits 
low-low heels better than any other boot. 





#301 
Low Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-10. 


Fits walking shoes, nurses’ oxfords and conventional low heels, 
6/8-12/8. Big seller. 


$2.50 





#303 
High Heel 
Faille Pattern. Frog Front 
Fastening. Size 5-9. 


Fits conventional high heels, 20/8-24/8 modified pointed toe. 
Great for Red Cross and Florsheim-type dress shoes. 


$2.50 





#302 
Cuban 
Faille Pattern with Cordé 
trimas illustrated. Size 5-10. 


This shaped-toe Cuban will fit a wide variety of cuban and spool 
type heels, 12/8-16/8. If accounts must limit stock to 3 styles, 
this boot can be used for mid-spike heels. It will not fit high 
spike heels. 


$2.50 





#304 
Mid-High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-10. 


Designed to fit pointed toe, slim mid-high spike heel, 15/8-20/8. 
A real high fashion, beautiful boot. 


$2.50 





a dated 


#305 
High Spike 
Faille Pattern with Cordé 
trim as illustrated. Size 5-9. 





Here is the true high fashion boot. Fits the new pointed toe and 
slim high spike heel, 21/8 — 25/8. Cannot be worn on mid-high 
heels. 





$2.50 
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=. low cost way 


: to package shoes... 


: io 


ans 
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CARRY -PACK 


HANDLES 


eal 


s 
ee 


aoe%. 
s* gave 
tf 


What an elegant way to save money! 
You get a fashionable package whether 


you use box, bag or wrap. Carry Pack is fast 
and easy to use; eliminates expensive 
custom boxes and messy string. Available 

in beautiful colors that can be imprinted to 


match your design or advertise your store. 


MAIL THE COUPON NOW FOR FREE 
DEMONSTRATION OR SAMPLES! 


CAR RY 7 PAC a ® CARRY*PACK COMPANY, LTD. 


Schiller Park, IMinois 
SCHILLER PARK, ILLINOIS 


Canadian Licensee: Top Paper Products 
Limited, Guelph, Ont. 


Gentlemen: 
© Send free, 10 day trial in color. 
© Send literature and samples. 
~. Dispensers loaned free! No obligation, of course. 





Carry* Pack handles are strong! 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO. 


S CO.., Inc. 
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NEW 
COLLAR BOOT 


Rain Dears 


to Play 
The ACE- 


Quotes from 

those who 

have previewed it! 

“A basic new 

idea — a great step 

forward by Lucky the leader.” 

“No rainboot like it ever before — may prove 
to be the biggest card Lucky has ever played.” 


BECAUSE OF THE OVERWHELMING BUYER ACCEPTANCE 
of the new additions to our Rain Dears line, we are 
anticipating the largest increase in volume in 

our history . . Please order NOW! 


941 E. Third St. 2019 W. Walnut St. 47 W. 34th St. 
LOS ANGELES CHICAGO NEW YORK 


MAdison 5-2531 CHesapeake 3-3329 PEnnsylivania 6-5955 
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Torture tests prove SUDERGRIP ® Cements Your Best Bond Buy! 


Torture testing SUPERGRIP cements on this flexing machine is just 
one of the ten different quality control checks you get when you specify 
SUPERGRIP cement. This torture test subjects the cement film to far 
greater wear and tear than your hardiest customer could ever give... 
your positive assurance that SUPERGRIP cements are carefully 
manufactured to safeguard your reputation and your profits — to give you 
maximum bond strength and dependability when sole attaching. 

Make sure you get the most out of cements — ask for a UNITED 
Specialist to survey and recommend formulas for your consideration. 
Contact your UNITED man today. SUPERGRIP cements are products 
of B. B. Chemical Co. and distributed by United Shoe Machinery 
Corporation, 140 Federal Street, Boston, Massachusetts. 


CEMENTS 


THE G/C CATALOG... YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 


® 


® REGISTERED TRADE-MARK OF B. 8B. CHEMICAL CO. 





MORE PROFIT FOR YOU IN 1960 


NE VV! 


Wi 


‘p- 


The new PF , Double 


The new PHF ” Bob 
Cousy Captain 


recommended and autographed by 
the world’s greatest basketball player. 
This new action play shoe for every- 
day wear has the exclusive new 
“CIRCLE GRIP"’ molded sole for 
quick stop-and-go action in all direc- 
tions...onlyin Bob Cousy ‘‘P-F” shoes. 
Plus: @ “P-F’ Posture Foundation 
... the only canvas shoes with the 
Rigid Wedge. @ Hygeen Cushion In- 
sole. @ Ventilated army duck upper. 


Wearing Double Play 


Drill-backed army duck play shoes 
for men, women, children give cus- 
tomers twice the wear—give you 
twice the selling power. 


@ Features: longer wearing bind, in- 
side nylon toe cap, exclusive SOCK 
SAVER counter for more comfort... 
less wear on socks. 

@ In all standard colors, plus Tan 
Chino in women's, juniors’, children’s 
—Olive in women’s. 


. Canvas shoes 


With these exclusive PF selling extras 


Exclusive rigid wedge feature 
for easier sales .. . extra profits 


“P-F"" RIGID WEDGE does what arch supports cannot do. 
It helps keep weight of body on outside of normal foot — 
decreasing foot and leg muscle strain. The *Posture Foun- 
dation RIGID WEDGE is exclusive! It’s the distinctive prod- 
uct advantage that helps you sell ‘‘P-F’’ shoes over any 
other canvas shoes, 


FOR YOU ... Solid selling support with a great new PF advertising campaign. 
Made only in B.EGoodrich ond Hood brands 





Faced with the country’s need for quantity production of the army 
rifle, Eli Whitney, genius of the cotton gin, conceived the idea of ex- 
panding the labor base. If one man could master one step in the process 


of fabrication, Whitney reasoned, many such men working together 


could produce the complex whole. A radical concept, it proved highly 


practical and was the forerunner of today’s assembly line... truly a 


giant step in the progress of American industry. 





As a chain is no stronger than its weakest link, a fine shoe 
is no better than its sole. Specializing for nearly half a cen- 
tury on the development of better soling, Avon has won a 
proud place on today’s shoe production line. Such significant 
results of specialization as Avon’s Cush-N-Crepe", the original 
cellular sole, opened a new era in lightweight, casual footwear 


. truly a giant step forward for the entire industry. 


leps 


Unwavering attention to research, development, 


and delivery of consistently superior Avon soling, 
helps shoes look their best and deliver their best performance. 
Long the trade standard of excellence, the public too knows Avon’s 


Solemark of Quality, because it’s A V O Ni 


‘not on all shoes — just the best ones.’ 
SOLE COMPANY 





NY ow there 
| are abit 


ae " 
i” © for sportsmen 


@ for farm workers 
@ for construction workers 
@ for truck drivers 


@ for service station attendants 





1024 . . . UNLINED 


All the features 

most men want in 

an outdoor boot, = 

and priced just le ne, 
right! + 

COST TO YOU 


$9.60 


There's a big demand for boots that are soft, flexible, light- 
weight, comfortable, firm underfoot, sturdy and weather 
resistant all-around. Acme makes 'em and makes ‘em right, for 
Acme knows how to build boots! The values will set the 

pace in your town... and there's plenty of out-of-doors boots 
business waiting for you! 











boots belong in 1044... “FEATHER-WEDGE" 
An incredibly 


today’s comfortable, light-weight boot, 


plus many new 
ractical, colorful aint nik ea 

1054 . . . INSULATED assay i siege 

, Fully insulated in way of living. COST TO YOU— 
both foot and 

| top. vane finer $10.10 
available any- 
where 


COST TO You- 1090... ALL PURPOSE 
$1 1.25 mee To be worn any- 


where and every- 














where outdoors. 
Moccasin toe 
styling 

COST TO YOU 


$7.10 








ACME BOOT COMPANY, INC. 


Clarksville, Tennessee 


WORLD’S LARGEST —" ALSO MAKERS OF COWBOY BOOTS, WELLINGTONS, 
ENGINEER BOOTS AND PARADE MAJORETTES 
BOOTMAKERS 























Headlines 





Charles F. Johnson, Jr., 
EJ Chairman, Dies at 71 


JOHNSON CITY, N. Y.—Charles 
F. Johnson, Jr., 71, chairman of the 
board and former president of Endi- 
cott Johnson Corporation, died here 
August 9. He had been associated 
with the company since 1905. 

Mr. Johnson was a nephew of 
George F. Johnson, a founder of the 
firm. He gained his first knowledge 


CHARLES F. JOHNSON, JR. 


of the business by working in the 
shipping department during school 
vacations. After graduating from 
Mercersburg Academy, he went to 
work in one of the factories. 

Mr. Johnson became first vice- 
president and general manager in 
1931. In 1948 he was elected presi- 
dent to succeed a cousin, George W. 
Johnson. After suffering a stroke in 
1956, he resigned the presidency the 
following year and became board 
chairman. 

Mr. Johnson’s tenure as president 
saw a steady broadening of the em- 
ployee relations program which had 
gained wide recognition when it was 
being developed by his uncle. He in- 
stituted what was considered a rev- 
olutionary retirement and death 
benefit program. Total initial cost of 
the program was set at $21 million. 

In addition Mr. Johnson started 
a series of testimonial dinners to 
honor retiring workers, and he at- 
tended hundreds of these functions. 

When his 50th anniversary with 
the company was commemorated by 
a testimonial parade in 1955, more 

(CONTINUED ON PAGE 24) 
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BSWU Maps New England Drive as— 
Teamsters Grant Year Moratorium 


The powerful Teamsters Union 
has agreed to leave New England 
to shoe craft union organizers. 
But the Teamsters have “loaned” 
their top shoe organizer to head 


the BSWU’s own drive. 


BOSTON — For at least a year 
New England shoe manufacturers 
are free from the threat posed by 
organizing drives of the Teamsters 
Union. 

According to John J. Mara, presi- 
dent of the Boot and Shoe Workers’ 
Union (AFL-CIO), Nicholas P. Mor- 
rissey, Teamsters’ general organizer 
for New England, has agreed to stop 
all shoe industry membership drives 
in this area for 12 months. 

Mr. Mara, in turn, has undertaken 
to launch an intensive campaign to 
get shoe workers into the BSWU 
camp. This campaign, furthermore, 
is to be organized by Stephen Pro- 
nicki, shoe division organizer for 
the Teamsters, who has been loaned 
for this purpose to the BSWU. 

Campaign preliminaries already 
are under way. The agreement went 
into effect August 1. 

(Teamsters Union officials’ in 
Washington could not be reached for 
comment on the arrangement and its 
implications. Top-echelon leaders 
were out of town when a RECORDER 
correspondent sought to contact 
them.) 

“There can be no let-up,”’ Mr. 
Mara said in Boston, “in the pri- 
mary campaign to organize unor- 
ganized shoe workers. We feel, how- 
ever, that every effort must first be 
made to organize these shoe workers 





London Shoe Exhibition Set 


LONDON — More than 100 shoe 
manufacturers from Great Britain 
and the Continent will display their 
spring and summer lines at the Fash- 
ion in Footwear Exhibition in Lon- 
don’s Washington Hotel, October 5 
to 9. Sponsored by the British mag- 
azine Footwear, the exhibition will 
feature a mannequin parade twice 
daily in the hotel ballroom. 


in their own craft union. If, after 
one year of concentrated organizing, 
which will offer shoe workers this 
opportunity, our own campaign is 
not successful, we shall not request 
the Teamsters for an extension of 
the ‘moratorium’.” 

Mr. Mara said also, “It is signifi- 
cant that benefits recently granted 
to shoe workers in some areas have 
been prompted purely by fear of 
Teamster organizing. And this has 
happened in factories whose owners 
have long battled organizing moves 
by the established shoe worker 
unions.” 

The BSWU president called atten- 
tion to the result of an election held 
late in July by workers in the plant 
of the Alberts Shoe Company, Mid- 
dleboro, Mass. The employees were 
asked to choose between member- 
ship in the Teamsters Union and a 
small, independent union known as 
the Middleboro Shoeworkers’ Protec- 
tive Association. The vote, while in 
favor of the latter, was close—99 to 
80—Mr. Mara noted. 


Melville to Add 65 Stores; 


Ist-Half Earnings Rise 28% 


NEW YORK—Melville Shoe Cor- 
poration will open 65 new stores— 
Miles and Thom McAn family units 
—during the 14-week period which 
began in mid-August. The rate of 
growth is unprecedented in the com- 
pany’s history, officials said. 

For the first time, the company 
will expand beyond the Continental 
U. S. One new Thom McAn unit 
will be in Honolulu, two in Puerto 
Rico. When all the new stores are 
open, Melville will have 1120 outlets 
in operation. 

Melville is enjoying a peak period 
financially. Together with announce- 
ment of the new stores came news 
of sales and earnings gains for the 
year’s first half. The company’s net 
sales rose 11 per cent over the first 
six months of 1958, to $68,658,822. 
Net earnings reached $2,884,804, or 
92 cents per common share, an in- 
crease of 28 per cent. 
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Promotion Themes Picked for 1960 


For women it’s “The New Opened 
Look”; for children it's “The 
Cool, Bright Shoe.” These, along 
with men’s slip-ons, will be the 
basis of industry-wide campaigns. 


NEW YORK—“The New Opened 
Look for Daytime” will be the theme 
of an industry-wide women’s promo- 
tion for spring and summer 1960. 

A corresponding campaign for 
children’s footwear will concentrate 
on “The Cool, Bright Shoe.” 

The themes were picked by the 
women’s and children’s promotion 
committees of the National Shoe In- 
stitute. Earlier, slip-ons were chosen 
as the basis for a spring-summer 
promotion in men’s footwear (RE- 
CORDER, August 15). 

In the women’s field the NSI pro- 
motion will be spearheaded by the 
March issue of Harper’s Bazaar. Ed- 
itorial coverage will be given to vari- 
ous expressions of the fashion theme. 
For retailers, a merchandising kit 
will be made available. 

In addition NSI will seek to ob- 
tain newspaper and television pub- 
licity, according to Harold Gessner 
of Oomphies, Inc., women’s promo- 
tion committee chairman. 

Members of his committee are: 

Harold D. Ashe, Liberty Shoe Co.; 
David Evins, Evins, Inc.; A. C. Fleener, 
Brown Shoe Co.; William Giddon, A. 
Sandler and Company; Mrs. Faie Joyce, 
U. S. Shoe Corp.; Philip Miller, Inter- 
national Shoe Co.; Edward R. Samuels, 
Samuels Shoe Co.; R. H. Stollmack, 
Carlisle Shoe Co.; L. W. Nordstrom, 
Nordstrom’s, Inc.; James Blick, Bloom- 
ingdale’s; Joseph Cramer, Wohl Shoe 
Co.; Dave Dulberg, Sak’s Fifth Ave- 
nue; Arthur Gold, Miles Shoes; Irving 
E. Grossman, I. E. G. Associates; M. R. 
Izen, Sears, Roebuck and Co.; Z. Al- 
bert Joseph, Joseph Salon Shoes; Louis 
Liebson, Edison Bros. Stores; Albert 
Wachenheim, Jr., Imperial Shoe Store. 

Details of the children’s shoe pro- 
motion were announced by A. L. 
Johnson of International Shoe Com- 
pany, committee chairman. The 
“Cool, Bright Shoe” campaign will 
be a post-Easter effort built on the 
idea of a hot weather shoe. Included 
within the promotion’s scope will be 
the open shoe such as sandals, cut- 
outs and all footwear of lightweight 
construction. Cool colors will be fea- 
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tured such as muted pastels, the 
corals, from orange to peach, yel- 
lows and greens. Boys’ shoes in the 
lighter toned leathers will be a part 
of the promotion. 


Comfort Plus Support 


According to Mr. Johnson, the 
committee sought as its choice “a 
shoe that would be liked by young- 
sters for all occasions and that would 
represent cool comfort as well as ade- 
quate support. It would replace no 
shoe now on the market except pos- 
sibly the sneaker,” he said, “and in 
every sense it would mean extra 
pairage.” 

On Mr. Johnson’s committee are: 

Howard Baldridge, Genesco; W. W. 
Kiss, Pied Piper Shoe Co.; Samuel Slos- 
berg, The Green Shoe Mfg. Co.; Fred 
J. Weber, Weber Shoe Co., Inc.; Abe 
Weinman, Five Star Shoe Co., Inc.; H. 
V. Winfrey, Buster Brown division, 
Brown Shoe Co.; B. D. Abney, Volk 
Brothers Co.; Francis J. Lordon, Mont- 
gomery Ward; Herbert J. Rich, Sr., B. 
Rich’s Sons; Timothy Welch, G. R. 
Kinney Corp. 

NSI officials also announced that 
the men’s shoe promotion theme will 
be sponsored by Esquire. Slip-ons for 
spring and summer have won the 
endorsement of Oscar Schoeffler, 
men’s fashion editor of the maga- 
zine. 

“Slip-ons will be slimmer and 
dressier,” Mr. Schoeffler noted. 
“They represent a trend in the atti- 
tude of men who take their leisure 
more seriously. These men dress up 
to relax.” 

O. M. Pick of Florsheim Shoe Com- 
pany, chairman of the men’s promo- 
tion committee of NSI, said the 
theme is gaining widespread accep- 
tance in the shoe designing field. 


Publicity for Walking Shoes 


NEW YORK—wWalking shoes will 
be the subject of major color articles 
in the October issue of McCall’s mag- 
azine (circulation 5,500,000) and in 
Redbook (circulation 2,500,000). 
according to the National Shoe In- 
stitute. 

Early in October, NSI added, one 
of the national Sunday supplements 
is expected to feature a major article 
on walking and shoes for walking. 


Italy Salutes Philipson 


Stanley Philipson (right), prominent shoe 
designer and manufacturer, receives 
award of “Knight in the Order of Merit 
of the Republic of Italy" from Italian 
Consul General in New York, Ruggero 
Farace. He was honored for creating a 
compatible marriage between Italian 
craftsmanship and American manufac- 
turing know-how by introducing high- 
style handmade shoes made in his Italian 
studio for distribution in America. 





Industry’s Share of Consumer 
Dollar Edged Upward in 1958 


BOSTON — The footwear indus- 
try’s share of the consumer’s dollar, 
which has followed a downward 
trend in the last decade, turned 
slightly upward in 1958. This is the 
finding of the New England Shoe 
and Leather Association after an 
analysis of Commerce Department 
data. 

The ratio of shoe spending to total 
expenditures for persona] consump- 
tion climbed to 1.4 per cent from 1.34 
per cent in 1957. Back in 1948 the 
ratio was 1.73 per cent. 

Meanwhile, the ratio of shoe 
spending to total national income 
reached 1,12 per cent in 1958 as com- 
pared with 1.04 per cent in 1957 and 
1.38 per cent in 1948. 

In the years since 1948 the total 
dollar value of consumer expendi- 
tures for footwear has risen 32 per 
cent to $4.1 billion annually. But the 
ratio of shoe purchases to total na- 
tional income has declined 19 per 
cent. As NESLA officials phrased the 
situation, “The industry has failed 
to maintain its relative position in 
our economy.” 

The 1958 figures, however, point to 
a brightening outlook. 
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Alphons Hurzeler Dies at 59; Served 
As First Vice-President of Bally, Inc. 


NEW YORK—Alphons Hurzeler, 59, first vice- 
president of Bally, Inc., here, died August 19. He 
suffered a heart attack while swimming at Hunt- 
ington, L. I. 

Mr. Hurzeler had spent over 40 years with the 
Bally organization, which manufactures, imports 
and distributes women’s shoes. He traveled ex- 
tensively in the U. S. and Canada and was well 
known to a host of prominent buyers and store 
executives. Present at his funeral were represen- 
tatives of New York and out-of-town stores. 

Mr. Hurzeler, who lived in New Rochelle, N. Y., 
is survived by his widow, Martha; two daughters, 
Susan and Mrs. James Griffith; three sons, Marc, 
Richard, a Marine lieutenant, and Philip; a brother, 
a sister, and three grandchildren. 


Northern Shoe Company Builds Plant 
In Arkansas; 5000 Pairs a Day Planned 


PULASKI, WIS.—Completion is scheduled for 
November 1 on a new factory being erected in 
De Witt, Ark., by the Northern Shoe Company of 
Pulaski. 

John H. Coppens, executive vice-president, said 
the new plant—like the one in Pulaski—will make 
children’s shoes. It will be known as the De Witt 
Shoe Corporation. 

The one-story, 40,000-square-foot plant will have 
an ultimate capacity of 5000 pairs daily, Mr. Cop- 
pens said, compared with 4500 pairs a day at 
Pulaski. Mr. Coppens will be president of the new 
corporation. Carl J. Ludwig, president of Northern 
Shoe, will be secretary. 


Servus Rubber Acquires 85,000-Ft. 
Factory, Plans to Expand Operations 


ROCK ISLAND, ILL.—The Servus Rubber Com- 
pany, which manufactures rubber-sole footwear, has 
acquired 85,000 additional square feet of produc- 
tion space by purchasing part of a former electric 
company plant here. 

William Gottlieb, vice-president for manufactur- 
ing, said the company plans to move “certain man- 
ufacturing operations” from the main plant to the 
new one. The firm will expand its work force by 
100 to 150 persons within a year. 


William Iselin & Co., Factoring Firm, 
Names L. F. Kinsman Vice-President 


NEW YORK —Leonard F. Kinsman has been 
elected vice-president of William Iselin & Com- 
pany, Inc., factoring firm whose clients include 
shoe manufacturers. He will be in charge of new 
business development. 

Mr. Kinsman joined Iselin in 1948 and was 
moved into new business activity last year. 
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Charles Arend Appointed Chairman 


Of 1960 St. Louis Show, May 1 to 4 

ST. LOUIS—Charles N. Arend has been named 
general chairman of the 1960 St. Louis Shoe Show. 
His selection was announced by McLeod Stephens, 
president of the St. Louis Shoe Manufacturers As- 
sociation. 

Mr. Arend is vice-president in charge of sales 
at Juvenile Shoe Corporation of America. 

The show is again being opened to all manufac- 
turers and members of the allied trades. Show 
dates are May 1-4, and the exhibiting hotels are 
the Statler-Hilton, Lennox, Sheraton-Jefferson and 
Park Plaza plus the Merchandise Mart Building. 

Applications for display space will be mailed to 
all companies soon after the close of the National 
Shoe Fair. St. Louis Shoe Show committees will 
be announced during the next few weeks. 


Color Photos from Leather Industries 
Publicize Fall Footwear Across U. S. 


NEW YORK—Color photographs of fall leather 
shoes have begun appearing in the nation’s dailies 
as a result of a service made available by Leather 
Industries of America. The Oklahoma City Okla- 
homan recently published a color page in its Sun- 
day edition showing blow-ups of 21 all-leather 
women’s shoes. 

LIA started its color editorial service last winter 
and expanded it in recent weeks to gain maximum 
publicity for leather shoes in the growing number 
of papers printing full-color. 

According to LIA officials, more than 800 stories 
and photo layouts about fall shoes and leathers— 
and using LIA material, either color or black and 
white—have appeared in daily newspapers. Some 
12- to 16-page shoe sections have been scheduled. 


Dorothy Fox Davies Joins Hiteman; 


Firm Bids for High-Fashion Business 

NEW YORK—Dorothy Fox Davies has become 
fashion director of Hiteman Leather Company, 
West Winfield, N. Y. The company, a half-century- 
old calfskin tanning firm, intends to make a strong 
bid for high-fashion business, according to Ralph 
Pleatman, president, and George Hiteman, board 
chairman. 

Mrs. Davies, well known in the shoe and leather 
field, formerly spent several years as fashion di- 
rector of E. Hubschman & Sons, Philadelphia tan- 
nery, and, earlier, held a similar post with Her- 
mann Loewenstein & Company, New York. She 
has worked with top designers of shoes, accesso- 
ries and ready-to-wear as well as the fashion cou- 
turiers here and abroad. 

Her headquarters will be at 10 West 33rd St., 
New York City. She will call on Hiteman’s cus- 
tomers across the U. S. periodically to demonstrate 
the firm’s new lines. 
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Retail Grocers’ Group Claims: 


Shoe Sales in Supermarkets Will Increase 


CHICAGO—More and more shoes 
will be sold in the new giant super- 
markets. This prediction is made by 
officials of the National Association 
of Retail Grocers, here. They say 
the retailing revolution underway 
in the United States will see the su- 
permarket department store and 
the complete shopping center under 
one roof replace the present food 
supermarket. 

A new type of shopping center is 
replacing the small strip type made 
up of several units with as many 
managers. 

One of the primary reasons cited 
for this development is the en- 
trance of more and more non-food 
items into the supermarket. Food 
operators have gone from small 
service stores to super food mar- 
kets and now to complete shopping 
centers under one roof. 

In some cases non-food depart- 
ments, including shoes, have been 
added to existing markets. In other 
cases they are planned departments 
in new stores. And some food oper- 
ators have opened exclusive non- 
food supermarkets. 

At a _ recent convention here, 
retail grocers were advised that 
clothing, soft goods, accessories 
and shoes could be profitable op- 
erations for them. 

The shoe department in Lloyd’s 
Shopping Center, Inc., Middletown, 


N. Y., was cited as successful by 
the Center’s owner. Edmund Lloyd 
reported that his firm retained 
management of the department be- 
cause he wanted to stick to the 
policy of “under-one-roof, under- 
one-management.” 

He told the food retailers, “Your 
number one problem here will be to 
have a qualified shoeman who 
knows what lines to carry. Anyone 
will tell you that you can lose your 
shirt by getting involved in style 
merchandise that doesn’t happen to 
click. 

“Start in by selling sneakers, 
rain wear, flatties for women, work 
shoes for men, the most popular 
types of dress shoes for men, and 
children’s shoes. Soon your custom- 
ers will find it very convenient to 
bring their kids to the shoe depart- 
ment while they shop. Soon you will 
have interested mother in shoes for 
herself after you have shown her 
that you can take care of her chil- 
dren’s shoe needs. 

“Dad gets awfully bored while 
mother shops and will come over to 
the shoe department to try on a 
pair of shoes. It takes time to re- 
educate the people, but it is always 
very wonderful to see the business 
grow and grow and grow.” 

The National Association of Re- 
tail Grocers represents non-chain 
retail operators. 





300 Lines Due at Miami Beach Show, September 26-30 


MIAMI BEACH, FLA. — Buyers 
from throughout the U. S. are ex- 
pected to attend the second annual 
Miami Beach Shoe Show, September 
26 to 30 at the Deauville Hotel. Show 
officials say that customer reserva- 
tions have been received much ear- 
lier than was the case last year. 

Some 220 exhibitors have already 
signed up to display 300 lines of 
shoes and accessories. Many of the 
exhibiting firms will hold sales meet- 
ings during and after the show. 

A general meeting of show mem- 
bers will be held Saturday, Septem- 
ber 26, at 3:30 p.m. Officers for 1960 
will be elected. 

In addition, a forum breakfast for 
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registered buyers and exhibitors is 
set for the following Monday at 10 
a.m. A panel of retailers and manu- 
facturers will answer questions. 

For wives attending the show, a 
number of social activities are being 
planned by Neil Lambur of Crad- 
dock-Terry Shoe Corporation, chair- 
man of the ladies’ entertainment. 

Outdoor entertainment at the 
Deauville pool is planned for Tues- 
day night, September 29. Morris 
Segall of Vogue Shoe Company 
heads the entertainment committee. 

Jack Rauch of Pan American 
Modes is convention chairman. Pres- 
ident of the shoe show is Mike 
Harris. 


Chain Sales Increase 8.7% 
For July, 12.4% for the Year 


ALTHOUGH July this year had 
only three Saturdays for shopping, 
composite dollar volume of the six 
reporting shoe chains showed an in- 
crease of 8.7 per cent over July 
1958, a month with four Saturdays. 

All the chains reported sales 
gains, as follows: Kinney, up 19.1 
per cent; Edison, 10.9; Shoe Corpo- 
ration, 7.4; National Shoes, 6.8; Mel- 
ville, 5.4, and A. S. Beck, 1.4 per 
cent. 

For the first seven months of this 
year, the six chains’ sales were 12.4 
per cent ahead of last year. Again, 
all the chains showed increases, as 
follows: Kinney, 22.6 per cent; Edi- 
son, 15.6; Melville, 11.3; Shoe Cor- 
poration, 10; National, 9.5, and 
Beck, 2.7. 

The total number of stores in op- 
eration by these chains in July was 
about 3.8 per cent greater than a 
year ago. 


Charles F. Johnson, Jr., Dies 
(CONTINUED FROM PAGE 21) 


than 100,000 persons turned out to 
watch. 

Mr. Johnson formerly served as a 
director and vice-president of the 
National Shoe Manufacturers Asso- 
ciation. He was an honorary director 
at the time of his death. 

He is survived by his widow, Jean- 
nette, and two daughters, Mrs. John 
Tunnicliff and Mrs. William Luckie. 

Frank A. Johnson, president of 
Endicott Johnson, said the post of 
board chairman will remain vacant 
for the time being. 


Counter Makers’ Pay Raised 


HAVERHILL, MASS.—Under the 
terms of a new contract which is 
effective until July 31, 1960, more 
than 200 workers in three local 
counter factories will get pay in- 
creases of nine cents per hour. A 
fringe benefit, furthermore, in- 
creases paid holidays from seven 
to eight. 

Companies participating in the 
negotiations were Brown Counter 
Company and Merker Counter Com- 
pany, both of Haverhill, and the 
Engel-Lewis Counter Company, in 
nearby Merrimac. The workers 
were represented by Local 113, 
United Shoe Workers of America. 
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extra store traffic-— 
mew customers 


for everything you sell 


That’s one of the great beauties of a Scout shoe franchise. 

Boys rarely come in alone — they're usually 

accompanied by a parent, maybe brothers and sisters 

and friends. Once in your store, the Scout and the people 

he brings are exposed to whatever merchandise you have 

for sale. The extra traffic gained through having a 

Scout shoe department results in increased volume for your store. 

A second beauty lies in the direct profits you'll make 

with Official Scout shoes. You get full mark-up 

on every pair, and more and more members of the 

growing Scout organization are buying Official 

shoes. The Cub Scout market (more Cub Scouts 

now than Boy Scouts) is especially inviting because 

uniform-conscious Cubs, flush with the new excitement 

of Scouting, insist on owning Official Scout shoes. 

Yes, an Official Boy Scout shoe franchise gives any 

Official store an advantage. Write for detailed information. 
Service Oxford 


By the makers 


. of famous 
W. L. Douglas Shoes 
SHOES FOR BOYS Douglas Shoe Company 


Nashville, Tennessee 
A GENESCO Subsidiary 





“1 OOK”’ for a fast mover! 


Dow CORNING 


' DOW CORNING. 


SILICONE water repellent 


SILICON 
@ protects and preserves leather SHOE “so pet 


@ keeps feet dry ... without rubbers SAVER 


@ keeps leather soft, comfortable ee eaitaalip in 
j with dauber— 


@ keeps shoes new looking longer, SILICONE §& By Cerretail $1.95 
: LEATHER PRESERVATIVE ‘ s 
easier to clean 5 AND WATER REPELLENT 
8 oz. spray can—retail $1.59 
Keeps You Feet Diy 


4 oz. bottle with dauber— 


Racked by All-New MS +3" 
National Advestiing and. Fee ee Faomnstioned Acct 


NEW PACKAGING NEW FLASHER NEW NEW NATIONAL 
DISPLAY PROMOTION KIT ADVERTISING 
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TField:Stream 
SPORTS AFIELD 


ame The New York Times Magazine 


Compoct, colorful counter Your 1959-60 “Portfolio for Powerful, timely . . . reach- 



































display boxes that help a lial lien 
you tell the SHOE SAVER® ceca cn ee 


sales story! lates sales! 


Profit’ includes streamers, 
handout literature, display 
tips, ad mats, radio-TV copy, 
ad reprints —the works, all 
FREE —to help you cash in! 


There’s a big 40% profit on every unit sale of SHOE 
SAVER. Be ready for your full share of extra profits 
during the big Fall-Winter campaign . . . order SHOE ae 
SAVER and FREE sales aids from your distributor now! 


iiitetelar ty 


ing multi-millions of consum- 
ers during the best selling 
months . . . building contin- 
ving acceptance and demand 
for SHOE SAVER! 


Dow Corning 
CORPORATION 


MIDLAND. MICHIGAN 





NOHEL Presents . . . New 1959 Fall Line... Snuggina® 


Style #170—Children’s Zipper Bootie, size run 3 - 8— 
colors: red, pink, blue and maize print, crepe outsole, packed 


36 pairs assorted colors to the case. 


Suggested case run: Size 3 4 5 6 
Quontity 5 5 6 6 
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Style #270—Children’s All Corduroy Zipper Bootie, size 
run 3 - 8—colors: red, pink, blue and maize print, crepe out- 


sole, packed 36 pairs assorted colors to the case. 


Suggested case run: Size 3 4 5 
Quantity 5 5 6 








Representatives Wanted. 


Some Territories Available—Please Contact. 











Style #470 print, t472—red solid, Children’s A-Justa- 
Boot slipper, size run 4-10—colors: pink and blue print 
and red, pink, and blue solid corduroy, crepe outsole, packed 


36 pairs assorted colors to the case. 


Suggested case run: we 45 © FE DF 10 
Quantity 446666 4 





PRICES AND SAMPLES ON REQUEST 
WRITE - WIRE - PHONE 


NOHEL MFG. CORP, "=~ Fs 


Sale Representatives 
50 ALEPPO STREET @ PROVIDENCE, R. |. wisi ueameie scald Aainaie 


i - George Greenbaum Max Elb 
UNien J 3245 Alemandria Hotel, Room 708 915 West End a Apt. 5E 
Fifth at Spring New York 25, N. Y. 
Los Angeles 13, California 





Here’s another SEBAGO - 
MO CG wine” 





BEST VALUE IN THE SHOE INDUSTRY 
TODAY . . . WITH A LONG PROFIT 
FOR YOU! 


Only $525 men) 
$475 (Boys) 





4 IN-STOCK STYLES FOR MEN AND BOYS FOR MEN 


#4902 BROWN, smooth leather 
FOR IMMEDIATE DELIVERY #4972 BLACK, smooth leather 


Sizes 6 to 13 





Lasted on Sebago’s famous #902 style for unbeatable value, here's a canine 
smart new ‘slim’ that outstyles, out-comforts and outwears shoes retail- 97902 GROWN, emeoth leather 
ing for dollars more! Unbelievable? #7972 BLACK, smooth leather 


Sizes 3 to 6 
CHECK ALL THESE LUXURY FEATURES: 
e Meticulous machine-stitching by skilled Maine craftsmen 
e Mellow-rich, hand-rubbed leathers Free Mat Ads and other 
Soft Kemblo foam cushioning Sales Aids available. 


Steel arch-support Send for complete catalog and 


Crown Neolite sole prices on America's Fastest Grow- 
ing Line of Moccasins. 











You'll agree this is the most terrific buy in footwear . . . the style to SELL U.S. Pat. #2665504 
this season . . . and for seasons to come! 


SEBAGO-MOC COMPANY _westsrook, MAINE 


New York Office: 534 Marbridge Bldg. 
Made in Canada by Canada West Shoe Mfg. Co. Ltd., Winnipeg, Manitoba 
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© Senate subcommittee has approved a bill providing for 
minimum wage expansion. Store workers included. 


© National retail price-fixing (fair trade) is 
thought to have a good chance of becoming a 
law next year. 


© The Senate has passed and sent to the House a 
bill to limit the power of states to tax non- 
resident corporations. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





Supporters of extending and raising the minimum wage have won an 
important victory. 

A Senate subcommittee has approved a measure to provide the most 
sweeping expansion of the program since it was enacted 2] years ago. It 
would boost the minimum to $1.25 an hour from the present $1.00. It would 
bring coverage to 10 million workers, including store workers, under the 
following formula. 

In stores with more than $750,000 annual sales, workers would have to 
earn at least $1.00 an hour and be paid overtime for more than 46 hours a 
week. This would go to $1.00 for 44 hours the second year, $1.20 for 42 hours 
the third, and $1.25 for 40 hours from the fourth year on. 

Stores grossing less than $750,000 a year would have to pay $1.00 an hour. 

The bill won’t pass this year. But backers will try hard for passage next 
year. Whether the bill will pass will depend on how vigorously local business- 
men make their views known. 


Retail price-fixing on a national level (so-called fair trade) is now being 
talked up here as a good bet for 1960. 

This year, both the Senate and the House took a cool attitude toward 
plans for restoring fair trade to the nation’s retail stores. Next year, however— 
an election year—the climate for business-aid legislation will be much more 
favorable. ; 

The House Commerce Committee this year issued a favorable report 
on a bill designed to restore fair trade, but the House Rules Committee 
declined to let the bill be brought up on the floor of the House for debate 
and vote. 

In the Senate, fair trade legislation didn’t even emerge from the Com- 
merce Committee, where it has languished since January. 

Under fair trade, manufacturers would be permitted to fix retail prices, 
regardless of any state laws to the contrary. Merchants selling for less would 
be subject to arrest. 

Many state and federal courts have ruled that fair trade laws are uncon- 
stitutional. 


Temporary legislation to curb the power of states to tax income of out- 
of-state firms may pass Congress this year. 

Committees on both sides of Capitol Hill rushed similar stop-gap meas- 
ures toward a vote in mid-August as Congress headed for adjournment. 
The Senate bill passed and was sent to the House for action. 

Chances for relief from three U. S. Supreme Court decisions this spring 
broadening state taxing powers first brightened when the House Judiciary 
Committee approved a temporary relief measure. The bill, H. J. Res. 
450, was sponsored by Rep. Francis E. Walter (Pennsylvania Democrat). 
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© President’s Cabinet Committee on Price Sta- 
bility forecasts more inflation and urges im- 
mediate action to stop the trend. 


Report from © Treasury Dept. again opposing legislation giv- 


WASHINGTON “ceca 





In the Senate, the legislation, S. 2524, was sponsored by Sen. Harry F. 
Byrd (Virginia Democrat), chairman of the Senate Finance Committee. 

The measures are similar. Both would prevent a state from taxing a 
nonresident firm unless it maintains an office, salable inventory, warehouse, 
or other place of business, or has an officer, agent, or representative who 
maintains an office in the state. 

This legislation would prevent states from taxing salesmen who work for 
themselves or solicit orders for more than one firm. The House measure 
would apply only to taxable years beginning before Jan. 1, 1951. 

Both measures are designed to limit the high court rulings which in effect 
permit states to tax a portion of an out-of-state firm’s income earned within 
its borders on almost any “fair” basis. Both measures are designed to give 
Congress time to conduct a thorough study of the problem and develop a long- 
range solution. 

One effect of the high court rulings has been that the widely-differing 
methods used by the states to impose these taxes mean that the same income 
is subject to two or more taxes. 

The House Committee earlier apparently blocked action for this year by 
setting hearings to begin in late October. It still plans to conduct the hearings, 
but will concentrate on a long-range solution. 


Inflation resulting from boosts in key prices and wage contracts is alarm- 
ing key government economic officials. 

Even if union wage settlements in some key raw material industries— 
such as steel—don’t force prices up, there are other prices that are certain 
to rise. 

Major department stores expect to boost prices on virtually everything 
by an average of three per cent this fall. This will be caused by higher wages 
and prices in some basic materials such as textiles and leather. These rises 
will be spread across the board. Clothing, and many hard goods prices will 
rise at the wholesale level without boosts in basic material prices. 

Some top government officials have reported to President Eisenhower that 
the Bureau of a Labor Statistics consumer price index will be up three per- 
centage points by the fall of 1960 as a result of inflation. 

One government committee is already trying to fight the new inflationary 
surge. 

The President’s Cabinet Committee on Price Stability is hoisting inflation 
storm warnings and urging government, business, and labor to fight to keep 
prices and wages down. 

The Committee, headed by Vice President Richard Nixon, forecasts 
rising prices and wage levels unless immediate action is taken to stop the trend. 

There is some consolation for businessmen in the flat rejection by the 
Nixon committee of price, wage, or credit controls to curb peacetime inflation. 

As danger signals, the committee points out: 

1. Industrial prices of many key commodities have been rising. 

2. Many consumer goods and services have continued to rise in spite of 
relative stability in average prices over the past few years. 

3. Important inflationary pressures are being created by the $13 billion 

(CONTINUED ON PAGE 50) 
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{ate rn 
AT THE CASH REGISTER 
Young Guys and Dolls one Big, Busines Yow! 


. and steady business ‘round the year 
. .. be sure to get your share of this profit- 
able shoe volume by ordering from our 
complete In-Stock line of LUCKIES Dance 
Footwear! 


Let Our Shelves Be YOUR In-Stock Department 
OVER 200 STYLES IN STOCK! 
ORDERS IN TODAY ARE OUT TODAY 


THE PROVEN QUALITY 


OF CORRECT FOOTWEAR 


BOY'S 
TAP SHOE 


- vans pe oe with 
. each pair of shoes. Lip 
GIRL'S ia will be — 
per pair extra. Hee 
7 TAP SHOE raps furnished and ai- 
Lip Taps included with each pair of shoes. tached at 40¢ per pair. 
Lip Taps will be attached at I5¢ per pair 6! Black Patent 
extra. Heel Taps furnished and attached at B, D 8!/o-13/ $3.85 
40¢ per pair. ie A a da $4.25 
C1080 White ,M 7-12 $3.00 : F 
M1080 White 
W1080 White 
C108! Black Patent 
M108! Black Patent 
’ W081 Black Patent 2° $3.60 
NEW! Low Throat Unlined Pleated Without Lip Taps. Heel taps furnished 
Toe Ballet—Made on left and right and attached at 
lasts C1090 White 7-12 $2.90 
260 White 261 Black ae eee ee 8s 
=| M 3-10 Black Patent : . 


; $2.90 / 

MI091 Black Patent ’ - $3.15 JA die 

WI091 Black Patent 5 x $3.50 /s Y 
A ‘ Bp 
pe 


PLEATED TOE 
ner BALLET 
New Pointed-Toe Last, 


Ribboned Ballerina with : With Elastic Instep Strap 
Eyelets i A i 50 White 51 Black 53 Red 
30 White Elk NN » ; ey \ ba ~ 54 Blue in 
31 Black Elk ~ 7 M 6-7/2 =~-N, M 8-12 
33 Red Elk \ N, M 12l/-3 N, M 3!/-10 
M at ar} 85 4 - ” “ Without ese ines Strap 
° t 
pitas W59 Black W60 White 
N,M 3-10 $1.95 
Prices slightly higher west of Denver 


zzzzzz 


NEW SQUARE 


ASK FOR OUR NEW FALL CATALOG 
ALL SHOES MADE IN OUR MODERN FACTORY 


MANUFACTURERS 


PARAGOULD, ARKANSAS 


NEW YORK: 933-35 Marbridge Building, 47 W. 34h St. SALES ()FFIQES st. Louis: Room 132, Merchandise Mart, 10th & Washington 
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Youw’re all wet...if you don’t stock 
RANGER waterproof work shoes! 








No. 1188 








They won’t leak, yet are cool on the feet! Sylflex- 
tanned fine upper leather lets heat and perspiration 
out ... won’t let water in. Uppers, sole and heel are 
vulcanized together to make them completely water- 
proof. And note these features: 

¥ Permacounter heel supports—won’t break down 

¥ Leather laces 

¥ Complete range of sizes and widths 


q Priced to give you a full mark-up 


Nationally Advertised in 
True * Argosy * Popular Mechanics » American Legion ° 


Progressive Farmer * Farm Journal « Successful Farming 


For complete information write: 


ENDICOTT A) JOHNSON 


ENDICOTT 1,N. Y. 
THE FAMOUS FAMILY NAME IN SHOES 


le 
%, 


A 
(ZZ Vitaserstlls 


WMS CILLA ddd Wh 


HEAVY DUTY SHOES / 
Y, Ci 144Y/) 
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by JOHN REILLY 


Editorial 





Interstate ‘T'ax Confusion 


AST February 24th, the Supreme Court handed down 
two decisions that a state may levy a tax on the 
income of an out-of-state corporation from sales 

made within its borders. A state, the decision read, has 
the power to tax such income regardless of whether or 
not the out-of-state corporation maintains warehousing 
facilities or offices in that state. The mere solicitation of 
orders by salesmen and subsequent shipment of goods 
into the state makes a manufacturer subject to such taxes. 

The high court since has sustained a Louisiana Supreme 
Court decision ruling that International Shoe Company 
must pay taxes on business written in Louisiana, even 
though that firm maintains no warehouse, offices or other 
places of business within the state. 

Prior to the February decisions, in the Stockham Valve 
and the Portland Cement cases, many manufacturers had 
been ignoring the tax bills they received from states with 
interstate tax laws on their books. Others, often at an 
expense greater than the actual tax involved, were pre- 
paring tax forms and attempting to comply with different 
state regulations. 

While the February decisions upheld the right of 
states to tax, they did little to clear up the confusion 
which prevailed. Actually, they added to it, since they 
sanctioned taxes in two specific cases, but set up no 
ground rules or limits of state taxing power. Naturally, 
states which had not been enforcing existing tax laws, 
immediately set up machinery to do so. Other states 
which had no laws on their books enacted enabling legis- 
lation to put out-of-state manufacturers on tax rolls. 

Businessmen, particularly in smaller business, have 
been very much disturbed by the Supreme Court de- 
cisions. They have no measure for gauging the serious- 
ness of the problem. They are receiving bills from states 
which never rendered tax bills There is the 
probability that these taxes may be retroactive, and busi- 


before. 


ness written many years ago may be considered taxable. 

Manufacturers have been appraising the value of busi- 
ness written in certain states which levy taxes against the 
cost of the tax and the trouble of preparing the returns in- 
volved in making payment. They have been examining 
the advisability of opening new markets in which they will 
incur tax liabilities. This is not only a serious consid- 
eration for the manufacturer, but it is also serious for 
his salesmen whose livelihood is largely dependent on the 
aggregate volume written from these borderline states. 
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It is a major consideration for the merchant too, who may 
well find himself cut-off from sources of supply for desir- 
able merchandise if manufacturers decide not to ship into 
states levying taxes. 


Then, there is the further consideration for the mer- 
chant: taxes like these, and the costly bookkeeping they 
necessitate for the manufacturer, add to the cost of goods 
which must be paid by him and by the consumer. 

Congress justifiably became alarmed at the vacuum 
created by the high court decisions. It took the position 
that the final solution to the interstate tax problem would 
come only after months or years of study. Eleven bills 
on interstate taxation were under consideration by Con- 
gress, among them a joint resolution by the Senate calling 
for the creation of a committee to study the problem 
long-range. 

The Senate Finance Committee and the House Judiciary 
Committee had approved “stop-gap” measures prohibiting 
states from levying taxes on out-of-state firms, whose 
sole business in the state was to solicit orders to be filled 
outside the State, and which did not maintain offices or 
warehouses within the state. 

As this is being written, the Senate, moving much more 
rapidly than had been expected, has passed a bill which is 
essentially the same as the one approved by the House 
Judiciary Committee. Under its provisions a firm must 
maintain offices or warehouses within a state to be tax- 
liable. However, the Senate bill, as passed, has no cut-off 
date and is permanent legislation. The House measure 
is “stop-gap” and applies to the taxable years after 
December 31, 1958, and before January 1, 1961. This 
minor difference may be ironed out and passage of the 
measure by the House is expected before Congress 
adjourns. 

The Senate measure provides, too, for a commission to 
make a long range study of this and other problems of 
taxation. This “stop-gap” legislation is urgently needed, 
but it leaves many problems yet to be solved. 

Congress has the responsibility to expedite a thorough 
study of interstate and other areas of taxation to dispel 
the confusion which exists and will inevitably develop. 
It has the clearly defined power to write a permanent bill 
which will fix the states’ rights and powers to levy taxes 
to bring them a fair return when they in fact render 


services. 





TOO CUTE TO RESIST... 


BE 


Baty Dee 


SLIPPERS 


Grandmothers . . . aunts. . . cousins 
... everyone finds BABY DEER 
Slippers just too cute to pass 
up! And modern mothers love ’em 
... love the way BABY DEER 
“washables” take to the 
washing machine... come out daisy- 
fresh and new looking! . . . love BABY 
DEER’S up-to-the-minute 
fashions, fabrics, and self-help 
features that make ardent “‘do-it- 
yourselfers” of tiniest tots! 


You’ll love BABY DEER Slippers, too! 
Love the way they sell on sight... 
build customer confidence and 
repeat business for you! 


There are more “‘sales- 
getting” styles in the new Fall 1959 
BABY DEER Catalog. 
Write for your copy today! 


Baby Deer Shoes + Farmington, Mo. 


These styles 
sizes 5 to 12 


JINGLE-BELL © 


Pixie-pretty in red, royal, pink, | Fabulous new Velcro miracle An easy-on, stay-on slipper 
or pastel blue corduroy with fastener rates sky-high raves! Of corduroy with sewn-in 
Acrilan stretch sock top. Red 
and black check with red sock. 
bell trim. Gored heel. Rubber matching checked binding.  Biye and black with blue sock. 


sole. Retail $3.00. Rubber sole. Retail $3.00. Rubber sole. Retail $3.00. 


matching checked lining and Red or royal corduroy with 


MUFF 


Stays kitten-soft and “furry” 
no matter how much it's 
washed! Of 100% Acrilan 
pile, inside and out. Red or 
bright blue with matching 
rubber sole. Retail $3.50. 
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“We specialize in wide shoes and have, 
perhaps, faced every problem there is 
in satisfying the demands of this cus- 
tomer,” says BENJAMIN HALPERN 
of Merry Girl Shoes, Philadelphia, Pa. 
He continues: “This is especially true 
since we carry a large line of high 
styles and try to achieve somewhat the 
same attractiveness in these sizes and 
lasts as are manufactured in smaller 
or average size shoes. 





“A woman doesn’t like to think she 
wears an ‘out-size’ shoe. Therefore, we 
put the emphasis on style and the fact 
that today’s trend—the long, pointed 
look—is positively in her favor. 

“There are more women nowadays 
who require the extra size and width 
shoes. However it is easier to sell to 
them. Large sizes can look every bit 
as attractive as those half the size. . . . 
The styles are the same. Women who 
require the larger sizes generally ask 
for every color but red. Then, too, 
there is the problem of heels. Women 
will ask for the same high heel that is 
on the small sizes . . 
convince them that the medium and 


best for them.” 
* 


. but we have to 


three-quarter height is 
* * 


“In spite of the good business under 
the leather and shoe industry’s belts 
for the first half year,” says the TAN- 
NERS’ COUNCIL . . . wrestling with 
higher costs continues a major back- 
ground factor. Until now, averaging 
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up of one kind or another has made 
it possible to duck the issue in some 
degree. The Leather Show brought 
out into the open the harsh fact that 
ducking was no longer possible. It 
brought out forcefully the general 
recognition of the alternatives: oper- 
ating at replacement or operating at 
a loss. 
“Consensus among tanners was unani- 
mous . . . replacement cost has to 
govern merchandising; limited inven- 
tories allow no room for compromise.” 

* * * 
Slipons for men will be the official 
industry-wide theme for spring and 
summer 1960. This was decided upon 
by the Men’s Promotion Committee 
of National Shoe Institute after a good 
deal of consideration and research. 
O. M. PICK of the Florsheim Shoe 
Company, chairman of the committee, 
says: “Slipons represent a growing, 
but as yet widely untapped market. 
They lend themselves to great diver- 
sity of interpretation by industry styl- 
ists; and this idea can be dramatized 
in terms of ease, comfort and _ its 
fashion relationship to trends in men’s 
apparel.” 
In tying in with the extensive plan- 
ning for slipons, the committee feels 
that manufacturers and _ retailers 
should concentrate on slipons that are 
of the dressier type rather than the 
traditional casual. 

* * * 
“Needle toes, double needle toes, oval 
toes, square toes . . . are all interesting 
though perhaps somewhat contrived. 
At The Smart Shop in Houston, 
we feel the real news in women’s foot- 
wear is in the tremendous improve- 
ments made in their constructions,” 
says HENRY WEXNER of Wexner 
Bros. 
“At long last we have a real variety 
of color and texture in unlined shoes. 
We have beautiful elasticized shoes 


BOOT anp SHOE 
RECORDER 


that are ultra-high fashion; and we 
have very soft, yet durable fabric lined 
shoes that do not remind one of a 
wartime product. 
“We feel the shoe manufacturers are 
Ecce 
peti MF Rs. | 


to be congratulated for their remark- 
able engineering—for, today, unlined 
shoes not only look good and feel good 
but they fit!” 

* * * 
When women ask ANNE KLEIN for 
advice on how to select their ward- 
robes, her generally: 
“Firstly, wear what makes you an in- 
dividual. Do not go along with a fad 
unless it suits you. Secondly, dress as 
simply as possible. Allow accessories 
to play an important part in your 
wardrobe. Thirdly, do not buy hap- 
hazardly . . . but rather with a theme 
of coordination.” 
Sound advice, from this outstanding 
young designer who has “revolution- 
ized” junior fashions! Anne Klein 
has been awarded the 1959 NEIMAN- 
MARCUS AWARD. Although she is 
not yet 35 years old, Anne Klein has 
already won the Coty Fashion Critics 
Award, The Mademoiselle Award, the 
Philadelphia Fashion Group Award 
and Burdine’s “Sunshine Award,” 
among others. She will fly to Dallas 
to accept her fashion “Oscar” at the 
22nd Annual Neiman-Marcus Fashion 
Exposition at the Sheraton-Dallas 
Hotel on September 14th and 15th. 
Also receiving the ebony and silver 
accolades “for distinguished service 
in the field of fashion” will be Rosa- 
lind Russell, star of stage and screen; 
Scaasi, young designer of 
women’s fashions; Emme and Adolfo 
of Emme, famed milliners, and Piero 


answer is 


noted 
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Fornasetti, distinguished Italian 
printer of glass, porcelain and metal 
decorative objects for the home. 


* * we 


Club privileges for family and friends! 
“Gruner’s Shoe Club” is a compara- 
tively recent innovation developed by 
IRVING GRUNER of Gruner’s Fam- 
ous Name Shoes in Houston. The club 
plan works like this: To each cus- 
tomer who makes a purchase, he gives 
a printed membership card which 
reads: “Gruner’s Shoe Club . . . Now 
you are a member and entitled to a 
13th pair of shoes at No Charge— 
after purchasing the 12th pair of 
shoes (in the same price range).” It 
also states: “This card may be used 
by your family and friends.” On the 
reverse side of the card, twelve num- 
bers are listed with a space allotted 
for date, manager’s o.k. and price. 

Mr. Gruner reports: “The Shoe Club 
has been most successful. It has kept 
That free 


pair is a mighty good incentive.” 


customers coming back. 


* * * 


“We have featured national brands 
ever since we took over this store,” 
says JACK PARKER, manager of the 
Avon Shoe Store in Milford, Mass.. 
“and things have worked out very well 
We have branded lines that 
are well protected by the manufactur- 


for us. 


ers, and that pays! 
“Our manufacturers are doing a very 
good job of keeping their merchan- 
dise out of the mill outlets and the dis- 
count houses. They’ve given us good 
support on their merchandise. 
“We would never have done so well. 
if we had not selected good national 
brands and stayed with them year in 
and year out. 
“1 would say the small town retailer 
needs good national brands more than 
anything else. Coupled with good fit- 
ting, good service and personal con- 
tact, it gives the retailer a combination 
that can’t be beat.” 

* e a 
“Think! Think! Think!” GENEVIVE 
MESSIER, owner of Gene’s Central 
Shoe Store in Warren, R. I., feels that 
is one of the most important ad- 
monitions and she keeps placards in 
the back room all the time to remind 
the sales personnel. 
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by ESTELLE G. ANDERSON 





LOUIS LIEBSON 


F there is anyone in the shoe and leather industry who has not heard 
the Edison Brothers’ story, he must be just recently descended from 
Mars. Or else he has pulled a Rip Van Winkle and has been out of 
touch with things for the past thirty-seven years. It is an acknowledged 
fact. The impact of the Edison Brothers’ retailing and merchandising 
technique has been far-reaching. They have been the recognized pace set- 
ters for high quality chain store operation for the past two decades and more. 

As for the consumers, they may not be familiar with the story by the 
name of Edison Brothers; but mention Chandler’s, Baker’s (Leed’s on the 
west coast), Burt’s . . . and practically every woman, in every major city 
across the United States, will fill you in on the details. 

Edison Brothers had a definite purpose in mind when they went into 
business back in 1922. They would concentrate on women’s shoes only . . . 
at one price, $6.00. That was the start of the Chandler stores. When the 
depression set in, it was felt that a lower price chain was needed .. . e.g.. 
Baker’s at $3.95; followed by Burt’s at $2.95 in the depth of the depression 
in 1930-31. They have come a far distance in the intervening years. They 
have been the example that retailers across the country have tried to emulate. 
From the modest beginning of less than a dozen stores, they have expanded 
to where there are, at present 341 stores in the over-all operation . . . with 
new ones scheduled to be added as often as is possible. 

Harry Edison is Chairman of the Board. Irving Edison is President. 
Sam Edison and Simon Edison are Executive Vice-Presidents. Board meet- 
ings are held, almost daily, when all phases of the business are discussed. 
Basically, each department makes its own decisions, subject to board 


approval. 


If we had the time and the space, we would review the contribution 
that each of the Edison brothers made to the success of the company. It 
would add up to a most impressive tone; and would be to the shoe industry 
what “Gone With The Wind” was to the South and the War Between the 
States. Suffice it to say that this success is due to the combined efforts and 

(CONTINUED ON PAGE 53) 
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Street Style 


An outstandingly dressy street shoe and an example of basic 
American styling at its best is this three-eyelet raglan blucher 
custom brogue. The bold-and-fine perf and fine stitch of the wing 
tip is carried back to the quarter to simulate an overlay treat- 
ment. Pinking on the high-riding tongue provides a light, rakish 
note on an otherwise highly conservative pattern. Additional styling 
features are the low riding top line, custom edge trim and wheeling 
on the welts. Seen here in burnished brown calf, our Pattern 
Portrait is also available in black. A product of A. E. Nettleton Co. 


\ 














The Return 


CLASSIC, tailored costume is always part of a 
well-rounded wardrobe. Some _ well - dressed 


women wear little else and look best in well-cut, 
simple tailored clothes and shoes. 1960 will be a year to 
rejoice their hearts. And it should rejoice the hearts of 
many shoe manufacturers and retailers as well. For this 


Spectator pump with slim, 
graceful tip and collar in 
contrasting color. 





Variation on a one-eyelet walking tie 
with contrasting overlay and oval toe. 


of a Classic 


year the tailored look in shoes is back. It has returned in 
many interpretations; in new leathers, new materials, new 
colors, new heels, new lasts. There is nothing static, 
“basic” or “staple” about the 1960 tailored classics. How- 
ever, there is the kind of styling that comes from good, 
simple lines, restrained detailing and the kind of distinc- 
tion that comes from such styling. 

“Classic” is a good word and a good promotion theme. 
It is one of two main themes for spring. “Romantic” is 
the other. The classic in women’s clothes includes well- 
tailored suits—of which there will be plenty for spring 
and on into summer. Reflection of the continuing “mens- 


High-riding split tongue in 
single eyelet tie with grace- 
ful stacked walking heel. 





DRAWINGS 
by ELLY NORDEN 


Oval toe buckle moccasin in textured 
leather on spring heel. 
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Nothing is more classic than a tailored shoe, a tail- 


ored suit. And there will be many of both for spring 


1960, along with interesting new interpretations. 


wear” influence are the fabrics for spring clothes: 
worsteds, shetlands, fine twills, tricotines, serge, covert 
and gabardine. Everything in the new fabrics is refined, 
more classic, more ladylike. 

In shoes, the spectator pump—or tie or strap—has been 
gaining ground for several past seasons. This spring- 
summer it will come into its own. For spring it may be 
in one color and in one or two leathers. Black, navy blue, 
pale neutrals, new beiges and browns may be used in 
aniline calfskin, finely textured calf and kidskin, close 
napped suedes, reptiles. For summer, white is the number 
one favorite, followed by off-white. White suede has gone 
into some very smart, all-white spectators and other tail- 
ored types. White buck has come back for spectators used 
alone or with touches of color. An olive brown is a new 
idea to replace the traditional lively tan tip and foxing. 


Opened-up pump, tapered toe, 
higher heel and fine perfora- 
tions for dressy tailored look. 


Elasticized faille insert, snip- 
ped-off needle toe. 
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by ELEANOR M. RUTTY 


A variety of popular colors will trim some white shoes in 
the tailored group. Pale pink, pale blue and one of the 
yellows will be used. 

The strong interest in toe characters continues, as we all 
know. A more realistic approach to the question “Which 
will it be? The needles, the ovals or little squares? From 
the first introduction of the oval, high style spokesmen 
have advocated the oval for medium heel, tailored shoes. 
The needles were to be kept for higher heel, dressier types. 
Some more adventurous souls put the oval in these higher 
heels. Now the consensus is that women should be given 

(CONTINUED ON PAGE 54) 


Sabot strap on 19/8 stacked 
heel, decorative stitching and 
elasticized lacing. 


Classic low slung T-strap on 
keg-shaped stacked heel, spec- 
tator detailing. 





Interior of Gum, largest department store in Russia, in Moscow. 


ussian 


It’s a glass-top, two-story building, always crowded, 


selling everything from bikes to shoes. Shops and open stalls ure off main passageways. 


F an American shoe retailer were running a shoe 
business in Russia he’d feel he was living in Para- 
dise. From the moment he opened his store in the 
morning till closing in the evening, he’d have an endless 
line of waiting customers, or people standing three-deep 
to buy. He could operate with a minimum of styles, 
sizes and inventory; his prices would carry a fantastic 


Shoe stores, from largest to smallest, are always crowded with 
patiently waiting customers. Customers may be three-deep, or 


= 


oo 
* 


markup of 300 to 1000 per cent—and no complaints from 


the customers. He’d have no worry about markdowns 
or leftover stock, no expenditures for advertising or pro- 
motions, no concern about getting, training or holding 
sales personnel, nor worry about selling costs or pay 
raises. His whole operation would be the luxury of a 


seller’s market. 


in lines, waiting their turn at a chair and fitting. Buying a 
pair of shoes takes as much as a half day’s time. 





by WILLIAM A. ROSSI 


Shoe Industry 


ns 
Co Aeceee 


While in Russia recently, Mr. Rossi talked with shoe industry officials, directors 
of shoe factories and stores, footwear fashion spokesmen, shoe clerks and the man 
on the street. He inspected shoe factories, shoe stores, department stores, shoe 
fashion design houses, shoe warehouses and even shoe repair shops. His findings 
are reported in a series of articles of which this is the second. Future articles 
will cover shoe retailing and manufactur ing, shoe materials, quality and fashion. 


But the beautiful dream would suddenly burst. Upon 
emptying the swollen cash registers at the end of each 
day, he’d find himself taking the money to the State 
Treasury instead of to his own bank. 

There’s a saying recently popular among the Russian 
people: By 1962 we will send a man to the moon. By 
1965 we will send a man to Mars. And by 1970, every 
Russian will own a pair of good leather shoes. 

While this is an obvious exaggeration, it symbolizes an 
important aspect of Russian life: the government’s em- 
phasis on industrial development and scientific achieve- 
ment at the expense of basic consumer goods needed and 
wanted by the Russian people. 

The picture has begun to change now. In a still slow 
but accelerating stream, more and better consumer goods, 
shoes included, are becoming available to the people. 
Ht will still be a long time before the quality and quantity 
of these goods will rise to the level of Western standards. 
Nevertheless, after 40 years of lush but unfulfilled prom- 
ises, the Russian people are now able to nibble at the 
carrot which for so many years was dangled temptingly 
but untouchably in front of them. 

I spent several weeks recently in Russia, with a con- 
centrated probing of the shoe industry there, I talked with 
shoe industry officials in government, with directors of 
shoe factories and shoe stores, with footwear fashion 
spokesmen and shoe clerks, and with scores of man-on- 
inspected shoe factories, shoe 


the-street Russians. | 


Crowds around the shoe and leather exhibit at the American 
Exhibition held in Moscow this. summer. Most of shoes shown 


Soviet propaganda about rise in output of consumer goods is 
seen everywhere. Here’s a huge sign inside Gum department 
store (more a bazaar-like arrangement) showing shoe output 
for 1958 (355 million pairs) and the 1965 goal (515 million). 


stores, department stores, shoe fashion houses (where 
new models originate), shoe warehouses and even shoe 
repair shops. 

Unquestionably, it was the toughest assignment in my 
experience; for the Iron Curtain exists not only around 
but inside Russia. There is an ingrained reluctance of 
government officials and industry people to speak freely, 
especially with an American. But finally, after relentless 
effort, the breakthrough came and most of the Russian 

(CONTINUED ON PAGE 64) 


averaged $10 or under in retail price. Many Russians found 
it hard to believe—such fine quality and great selection. 
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Naugatuck PARACRIL OZO 


New PARACRIL” OZO — the sole material that outwears all 
others 2 to |—has introduced a whole new concept of shoe-selling 
3 possibilities. 
Revolution ary new Considere dress shoes that never need resoling ework shoes that 
- are unharmed by oils, gasoline, most chemicals— more abrasion- 
rubber sole mate rial resistant than ever before e sport shoes with extra thin soles that 
are close to weightless, yet wear as long as standard soles @ out- 
offe rs new shoe-selling door shoes that wear as well on the roughest terrain as conven- 
tional soles on sidewalks @ slippers and moccasins with soles that 
eh efese are long wearing, yet so thin they can be nearly as flexible as the 
possibilities foot itself. 

All of these intriguing possibilities and many more, are based on 
the use-proven fact that soles and heels of PARACRIL OZO are 
far tougher than any have been before. Find out more about 
PARACRIL OZO and the shoe-selling extras this extraordinary new 

material offers you. 


Naugatuck Chemical 


Division of United States Rubber Company senile Primera 


Gabber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, N.Y. 
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Soviet Shoe Industry 


by D. MURVANIDZE 


Chief Consultant, Light Industry Department 
of the U.S.S.R. State Planning Committee 


A picture of the Russian shoe industry as seen through the eyes of a high 
Soviet official is presented here in an article prepared exclusively for BOOT 
AND SHOE RECORDER. Until recently, the growth of the consumer indus- 
tries was impeded by Soviet planners to give priority to war production, 
but today Russian Communism believes it can produce both guns and butter. 


LARGE-SCALE shoe industry 
had been created in the Soviet 
Union even before World War 
II on the basis of the reconstruction and expansion of 
existing factories and the construction of new ones, the 
wide mechanization of hand labor and the introduction of 
continuous machine production and conveyor belts. In 
1940 the U.S.S.R. produced 211,000,000 pairs of shoes as 
compared with 60,000,000 in the pre-revolutionary 1916. 

A domestic shoe-machinery industry was also set up to 
provide the latest equipment for the rapidly growing foot- 
wear industry. 

In addition to this, it was necessary to train qualified 
engineering personnel. With this in view, two schools, the 
Moscow and Kiev light industry institutes, were founded 
to train engineers for the leather and shoe industry. 
Simultaneously two scientific research institutes were set 
up which played a big role in the creation of a science 
for leather and shoe production. 

A new branch of industry—the production of different 
kinds of artificial leather—was set up to increase the raw 
material base and ensure the shoe industry a high rate of 
development. The Artificial Leather Scientific Research 
Institute was founded in the hunt for new materials and 
the elaboration of high-quality substitutes for leather. 
Light expanded rubber for soles with a density of 0.5-0.7 
and 0.3-0.5, leather cardboard granitol, artificial chamois 
leather, textovinite and other kinds of artificial leather 
widely employed in the shoe industry have been obtained 
and introduced into mass production. 


Left to right: Women’s evening slippers and handbag in 
embossed nubuck, kid gloves, made at the Bebel Factory in 
Moscow: women’s handbag, summer shoes and belt in two- 
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The Soviet shoe industry produces footwear according 
to all the methods known to world techniques for attaching 
soles to uppers. Chief among them are: cementing, welt- 
ing, doubling, nailing, as well as the hot vulcanization of 
rubber soles to shoes. The technology of shoe manu- 
facture by the method of hot vulcanization, consisting of 
the simultaneous molding, vulcanization and cementing of 
the rubber sole to the upper, was worked out by specialists 
of the Skorokhod Shoe Facory in Leningrad and intro- 
duced into production in 1938. The institutes and large 
shoe factories are working steadily and improving the 
technology of shoe manufacture, chiefly with an eye to 

(CONTINUED ON PAGE 58) 


EDITOR’S NOTE 


Government officials of the U. S. and other countries, as 
well as international economists, constantly urge caution in 
acceptance of industrial and other statistics emanating from 
Soviet officials. It is said that Russian commercial figures 
tend to be inflated to varying degrees for political reasons, 
to make the industrial output figures of the Five-Year Plans 
look better than they actually are. 

For example, official Russian shoe production figures for 
1958 are put at 355 million pairs of leather shoes. Julius 
Schnitzer, head of the Shoe, Leather and Allied Trades 
Division of the U. S. Commerce Department, estimates the 
figure to be only 188 million pairs. 

William A. Rossi, Field Editor of the Boot anp SHoE 
Recorper, who has recently returned from a shoe industry 
study visit in Russia, states that while the information in 
Mr. Murvanidze’s article is essentially correct, it tends to 
avoid or by-pass many important (and less favorable) facts 
which would give a more realistic and balanced impression 
of the Soviet shoe industry. 


coloured embossed kid, made at the Krasnaya Zvezda fac- 
tory in the Lithuanian SSR; women’s handbag and summer 
shoes in calf, made at the Somdaris factory, Latvian SSR. 
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A painter prompted 
a new look 


When one of our maintenance depart- 
ment painters was redecorating the 
treasurer's office, he asked about U.S. 
Savings Bonds. “If I could buy these 
Bonds on installments,” he said, “and 
you could take my payments out be- 
fore I got my paycheck, I'd hardly 


miss it.” 


Our treasurer explained that the 
Payroll Savings Plan does exactly that 
and gave the painter an application 
card. But the matter didn’t end there, 
for our painter had given us some- 
thing, too: an idea that helped to put 
real color into our plan. 


He made us realize that if he was 
unfamiliar with this plan, many others 
must be in exactly the same position. 


Our State Savings Bond Director 
helped us pass the word. Under his 
direction, we set up a company-wide 
campaign that gave the whole Payroll 
Savings story to every person in the 
Company. Within a few days we had 
the best employee participation we've 
had since the mid-forties. 


People are quick to take advantage 
of this sound, automatic way to save 
money. Today there are more payroll 
savers than ever before in peacetime. 
Look up your State Director in the 
phone book or write: Savings Bonds 
Division, U.S. Treasury Department, 
Washington, D.C. 


THE U.S. GOVERNMENT DOES NOT PAY FOR THIS ADVERTISEMENT. THE TREASURY DEPARTMENT THANKS, FOR THEIR PATRIOTISM, THE ADVERTISING COUNCIL AND THE DONOR ABOVE 
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New Kind 


Teenage Fashion Show... 


For a small outlay, a dealer can determine what types, colors, leathers 
and patterns teenagers will want—a full season ahead and before he buys. 


by VIRGINIA MARSHALL 


Boot with up-or-down cuff is modeled by a teenager for teenagers at a special shoe show to determine the girls’ 
preferences for fall footwear. Pam’s Shoe Store in Crestwood Plaza Shopping Center, St. Louis County, staged 
the show, with cooperation of International Shoe Company. Commentator Evelyn Farber is at extreme left. 


EENAGE shoe fashion shows have been around a 

long time. Through them, a retailer can model for 

customers the wide variety of shoes which he has 
stacked on his shelves just waiting to be sold. 

Another type of teen fashion show, however, is spring- 
ing up in the midwest and is gaining momentum because 
it accomplishes a new purpose—telling a retailer which 
shoes to buy before he buys them. 

For a small outlay, about equalling the markdown 
losses on just one or two poor-selling patterns, a dealer 
can determine what types, colors, leathers and patterns 
teenagers will want a full season ahead, before he buys, 
before he gets delivery. 

Pam’s Shoe Store in Crestwood Plaza Shopping Center, 
St. Louis County, staged a successful version of this new 
species of shoe show early this last spring. The show 
did triple duty for Don Quinn, manager and co-owner of 
Pam’s. First, it brought teenaged girls into the store and 
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told them by implication and demonstration that start- 
ing in the fall Pam’s is going to carry and promote foot- 
wear for the teenage market. Pam’s has heretofore con- 
centrated on younger children’s footwear. 

Second, the show told the girls that Pam’s will carry 
a new line of shoes especially designed for them and 
their needs under Pam’s own name, “la femme,” to retail 
in the $6.99 to $8.99 range. 


Third, the shoe show sounded out the teenage market 


and told Mr. Quinn which patterns and colors the girls 


would like to be able to buy next fall. Since many teen- 
aged girls at present earn and spend their own money, 
their votes for or against a pattern carry more than pass- 
ing-fancy weight. 

Seventeen young ladies from seven south county high 
The event was held first on a 
Tuesday night, then repeated the following night, so that 

(CONTINUED ON PAGE 60) 


schools acted as models. 
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The Fourth 


Andrew Geller Store... 


N a charmingly remodeled 3-story, veteran shoe retailer, Ervin E. Hop- 
basement and penthouse building, ping. It is also a fitting reflection of 
in the heart of San Francisco’s dealer loyalty to Brooklyn shoe manu- 
high-fashion shopping area, is the cul- facturer, Andrew Geller. 
mination of a “life-time dream” by Hopping, who grew up in the shoe 





by KENNETH R. MACDONALD 


business, joins a highly exclusive 
fraternity; there are only four stores 
in the U. S. which bear the Andrew 
Geller name. 

“We hope to build up the kind of 
high-style business here in San Fran- 
cisco,” says Hopping, “that is enjoyed 
by Geller’s own store in New York; by 
ill Gold’s in Chicago; and Rothman’s 
in Miami Beach.” 

The exterior of an old corset shop 
was remodeled to Hopping’s design 
and was re-surfaced with handsome 
and rich appearing old brick. 

The main floor interior was prac- 
Left: in the remodeling, Mr. Hopping’s 


aim was to suggest the comfort and decor 
of a private home. 


Right: the main floor and the basement 
stockroom are connected by a constantly 
traveling belt “man-lift” such as is used 
in parking garages. It saves the sales staff 
countless steps. 








This fashionable shoe store provides the warm and friendly atmosphere of a 
private home for San Francisco women, the “best dressed women in the world.” 


Left: the Andrew Geller store is in the 
heart of San Francisco’s high-fashion 
shopping area. The complete remodeling 
was finished in a little over a month. 


Right: the moment the customer steps 
in off the street, she enters another 
world, far removed from the bustle and 
noise of the typical downtown store. The 
floor is covered with a soft, light green 
carpet. Chairs and sofas are upholstered 
in varieties of colored cotton and linen 
fabrics. Furnishings are an adroit min- 
gling of Early American and Modern. 


tically “gutted.” Hopping, with the 
aid of Berkeley interior decorator 
Elizabeth Denton, tore out old walls, 
put in new partitions, plastered and 
wall-papered, lowered the ceiling and 
installed a new sound-proofed ceiling 
and lighting fixtures suggested by 
lighting engineers. 

“Our aim,” Hopping explains, “was 
to produce a retail shoe store for 
women that would be as far removed 
as possible from the conventional com- 
mercial-type establishment. We 
wanted to provide a warm and friend- 
ly atmosphere and to suggest the com- 
fort and decor of a private home. 

“Actually,” he continued, “this is 
the way we treat our customers . . . 
as guests in a restful, relaxed and re- 
strained aura of comfort.” 








The floor is carpeted wall-to-wall in 
a soft, light green carpet and chairs 
and sofas throughout are comfortably 
upholstered in varieties of colored 
cotton and linen fabrics. Furnishings 
are an adroit mingling of Early Amer- 
ican and Modern. The moment the 
customer steps in off Grant Ave. she 
far from the 


enters another world, 


andrew geller has come to san trancisco 


priced from 24.95 


on for fresh 





bustle and noise of the typical down- 
town store. 

“We hope here,’ Hopping points 
out, “to sell high fashion, high quality 
women’s shoes in a calm, relaxed at- 
mosphere. Our sales people have been 
trained to always treat the customer 
as a guest. We want to provide cour- 

(CONTINUED ON PAGE 62) 


at 140 grant avenue 





In promoting the store, Ervin Hopping has been using half-page advertise- 
ments in all the San Francisco papers, combined with a direct mail program. 
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IMPORTANT 
NOTICE to RECORDER readers, 


advertisers, and advertising agencies 
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Industry progress has brought about 
the following changes in dates for the 


LEATHER SHOW & ALLIED PRODUCTS SHOW 


LEATHER SHOW 


TIME: December | 7-18, 1959. 
PLACE: Statler-Hilton Hotel, New York, N. Y. 


ALLIED PRODUCTS SHOW 


TIME: December |5-16-17-18, 1959. 
PLACE: New York Trade Show Building, New York, N. Y. 


BOOT AND SHOE RECORDER'S feature issue for these 
great working shows that project the advance Fall and 


Winter, 1960, footwear season is 


DECEMBER 1, 1959 


FINAL CLOSING DATE — NOVEMBER 10, 1959 
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How to Sell Boots.... 


At the Largo Shoe Store, customers see boots coming and going. 
“Display them and don’t be bashful about it,” says H. G. Ennis. 


HEN H. G. Ennis was traveling 
on the road, he liked to sell boots. 
But buyers said they were slow 
movers. Ennis felt that boots didn’t sell for two reasons: 

1. Too few customers knew the stores had them. 

2. When they did try to buy boots, the stores wouldn’t 
have the right size. 

Stores bought a few pairs of boots and hid them. 
Ennis felt they would move if they were stocked and dis- 
played in adequate assortments. 

After a score or so years on the road, Ennis retired 
and opened a shoe store in Largo, Florida. This gave 
him a chance to try out his ideas about boots. 

When he first opened the store, it was too small for 
anything but casuals, flats and the ordinary styles worn 
in Florida. But when additional space became available 
in the same building, Ennis knocked out walls and added 
children’s shoes, women’s dress shoes—and boots. Today 


Above: When the Kiddie Korner was opened, boots 
were moved right in with the other styles. Here they 
are displayed on a strategic counter. Right: This sign 
is on the side of the store next to the parking lot. It’s 
merchandising like this that has sold boots. 


September |, 1959 


the store features the following kinds of boots: engineer, 
flight, Wellington, par-a-trooper, square dance, 16-inch 
hunting, lineman, bird shooting, dairyman, nurseryman, 
cowboy, knee rubber, hip rubber, 12 and 16-inch rubber 

(CONTINUED ON PAGE 67) 





Baker Reporting 
from Washington 

(CONTINUED FROM PAGE 30) 
federal budget deficit in the fiscal 
year which ended June 30. 

4. Strong pressures are on federal 
and state and local governments to 
increase their spending regardless 
of whether present taxes will foot 
the bill. 

& 

Government tax men again are 
opposing House-passed legislation 
giving self-employed and profession- 
al persons a tax break in setting up 
their own retirement plans. 


in 
stock 
for 
immediate 
delivery 


Spokesmen for the U. 8. Treasury 
Department recently told the Senate 
Finance Committee the measure 
would cost the government $365 mil- 
lion initially. The loss, if the de- 
ductions were expanded could reach 
$3 billion a year, they said. 

Under the measure, self-employed 
and professional persons could de- 
duct from taxes up to $2,500 a year 
in funds invested in an approved 
retirement plan. The limit on a 
lifetime would be $50,000. 

The Treasury Department said it 
would oppose any tax reductions 
when Congress had to again extend 





PRING-KNIT 
LEOTARDS 


“Spring-Knit" of durene yarns 
the Princess ‘gives with every 
body movement. Talon fastener. 
Elastic in legs. Black, Red, Royal 
and Copen Blue, Pink and Aqua. 
Sizes 2-14—$2.25; sizes 10-20— 
$2.50. Standard Knit, Leotards: 
Sizes 2-14 and 10-20 $1.90. 
Helanca Leotards: Child's, $2.00; 
Adult's, $2.25. Helanca Tights, 


$2.35. 


lheagricals 


by BERNED 


BERNED SHOE CO. 


Manufacturers — Distributors 
207 ESSEX ST., BOSTON 11, MASS. 





Korean War corporate and excise 
tax rates. 

Spokesmen contend that the re- 
tirement bill “would grant the self- 
employed unique advantages under 
the tax law” which would be denied 
to other people who work for an em- 
ployer. 

The measure has been approved 
by the House, but a stiff fight is ex- 
pected in the Senate. 

ae 

Defense spending. will remain at 
current levels for another year. 

Congress, after long wrangling, 
has approved a “non-inflationary” 
$39.3 billion missile-age defense 
money bill with strong emphasis on 
toughening up U. S. defenses against 
planes, missiles, and submarines. 

As finally drafted by Senate-House 
conferees, the new money bill will 
provide some $17.5 billion for the 
Air Force, $11.2 for the Navy, $9.4 
for the Army, and another $1.3 bil- 
lion for joint Defense Department 
projects. 

Some of this money will be spent 
this year, and some in later years. 
But the combination of the new ap- 
propriation plus money left over 
from previous years will produce de- 
fense buying in the current fiscal 
year of about $41 billion—the same 
as last year. 

The measure is described as non- 
inflationary because it is within a 
few million dollars of President Ei- 
senhower’s original request. It re- 
stores most of the $400 million cut 
by the house, but also deletes most 
of some $300 million added to the 
White House request by the Senate. 

e 


The House Armed Services Com- 
mittee is drafting new rules to bar 
soldiers, sailors, and airmen from as- 
signment as servants of high-rank- 
ing officers. 

A recent investigation started by 
Rep. Frank Kowalski (Connecticut 
Democrat) brought the reluctant ad- 
mission by the Pentagon that at least 
1500 soldiers are currently assigned 
to the government’s retail opera- 
tions, such as military retail outlets 
and food commissaries. This is the 
first time the Pentagon has ever ad- 
mitted publicly how many enlisted 
men it assigns to its retail opera- 
tions. 

Rep. Kowalski is particularly con- 
cerned about another large group of 

(CONTINUED ON PAGE 53) 
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Keen Interest in Fall 
Styles Noted in Boston 


MOST Boston shoe retailers have 
sensed a keen consumer interest in 
fall styles. It was noted, however, 
that the demand was spread so thin- 
ly over such a wide variety of pat- 
terns and colors that no definite 
trend could be detected. 

A prominent retailer said there 
had been no resistance to the higher 
prices on fall merchandise. Nor did 
he feel there is any real danger of 
a second across-the-board price hike 
later on when re-orders will be 
placed. He conceded the possibility 
of minor advances in a few types of 
shoes but argued that these prob- 
ably will be small if they materialize 
at all and will be absorbed in part, 
at least by the manufacturers of the 
higher grades. 

On the other hand, at the Solby 
Bayes store it was reported that in- 
creases on re-ordered shoes may be 
more general—and even more severe 
—than anticipated. The fear here 
and in other stores as reported in 
BooT AND SHOE RECORDER, issue of 
August 15, is that stores may be 
forced into even higher price brack- 
ets than the peaks already in effect. 
This development, it is believed, 
might curtail volume in at least 
some of the lines carried. 

There was agreement, however, 
on the fact that women started to 
buy new fall shoes as early as the 
second week in August. Ready sell- 
ers were one-straps, pumps and side 
ties in black suede; open toe pat- 
terns in red calf; conventional 
pumps of blue kid leather; and sport 
oxfords of brown calf. These sold 
side by side with summer shoes at 
regular prices. “As late as the week 
ended August 8,” it was. said, 
“three-fifths of our volume was 
done on summer shoes. If this 
doesn’t indicate that summer clear- 
ance sales are held entirely too 
early, then there’s something the 
matter with our reasoning.” 

A children’s school shoe promo- 
tion was staged on August 12 by 
the seven stores operated by the 
G. R. Kinney Company in eastern 
Massachusetts. Two patterns were 
chosen: a modified blucher-cut 
boot and a four-eyelet bal oxford— 
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both offered in black or gray suede 
and dirty buck. All carried foam 
rubber soles. 

The Boston Federal Reserve 
Bank, reporting on department 
store sales, notes that children’s 
shoes showed an increase in June of 
3 per cent; women’s, an increase of 
9 per cent; and men’s and boys’, an 
increase of 21 per cent. 


St. Louis Outlets Packed 
As School Kids Are Shod 


SCHOOL selling at St. Louis is 
now under way. Young people’s de- 
partments downtown, including 
downstairs store’s operations, have 
had many peak hours with fitting 
chairs filled. Selling in suburban 
family type stores is described as 
“steady —from before noon until 
right up to closing time.” All local 
retailers expect their totals for the 
first week in September to be at rec- 
ord high levels, since the bulk of the 
schools here open on September 8. 

To date, best sellers for grade 
school boys are the basic tie pat- 
terns, with brown and black running 
about even. For grade school girls, 
leading sellers are brown and white 
saddle oxfords; black nylon velvet 
saddles with white piping; red calf 
pumps with low placed vamp-T; and 
sueded black half-bal ties. 

Here in St. Louis, college-bound 
girls are buying more actively than 
the high school teen-agers. This 
holds true for all apparel, not only 
shoes. Retailers say that many high 
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LOVE AFFAIR WITH CLINGING VINE 


The clog mo thet chags to 
Bum youll cling to. the puma that clags to you loot biushdly tho! genous dengre 


+ ol, 9% 
lhe oll Eves thoes, exclueve wih L Mog 


Pump over rooftop gives illusion of sus- 
pension, points up lightness of design. 
San Francisco (5 columns) 


schoolers are still holding down sum- 
mer jobs and thus have fewer hours 
in which to shop. However, they'll 
have dollars to spend, and shoemen 
are convinced that volume in this 
category will be rewardingly high. 

Collegiates are buying plain black 
calf spike-heeled pumps, some with 
brass nailheads, fluted bows, or peau 
de soie vamp treatments. They con- 
tinue to buy white tennis shoes, fol- 
lowing last spring’s fad for white 
canvas footgear with bulky white 
sox. In casuals, gray brushed leather 
flats in moc front, half-bal, and one- 
eyelet blucher patterns are selling 
madly. Gray, to date, is exceeding 
expectations as a volume contender 
color. 

One casual pattern bids fair to 
reach volume within the next month. 
Called “Brass Ring Saddle,” the flat 
tie features a smooth leather saddle, 
black sole, inch wide brass ring eye- 
lets, and elastic cord closure. One 
store here has stocked it in nine 
colors of sueded leather, all with 
black saddles. 

Men’s stores are cooperating al- 
most 100 per cent with the Black-on- 
Brown promotion for fall and winter. 
Advertising and store windows are 
playing the theme up strongly. The 
B-on-B look is rating excellent at- 
tention from the 25 to 35 year old 
age group, men’s store managers ob- 
serve. 

Members of Vandervoort’s college 
board modeled shoes and apparel at 
two outdoor style shows co-sponsored 
by the store and Mademoiselle maga- 
zine. One was held on the Clayton 
store’s parking lot, the other on 
Crestwood Plaza Shopping Center 
lot. Each show attracted nearly 3000 
viewers. As a special seasonal fea- 
ture for Vandervoort’s men custom- 
ers, Bill Richards, vice-president of 
Whitehouse and Hardy, spent three 
days showing his firm’s collection of 
fall and winter footwear patterns. 

Downtown in St. Louis, Inc., an 
organization to promote the down- 
town area’s retail and service outlets, 
staged an all day back-to-school fash- 
ion show August 20. One block of 
St. Charles Street was closed to traf- 
fic for the occasion. School-age girls, 
selected by competition, modeled ap- 
parel and accessories against an out- 
door “school house” background. 
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Shoes shown were from Adrienne, 
Baker’s, Boyd’s, Burt’s, Famous- 
Barr, Kline’s, Peacock, Scruggs Van- 
dervoort Barney, Stacy-Adams, Stix 
Baer & Fuller, and Swope’s as par- 
ticipating retailers. 


Miami Sellers Anticipate 
Banner Fall and Winter 


DESPITE the fact that business 
is slow at this in-between season, 
Miami shoe merchants are looking 
forward toward a _ banner year. 
“Styles are terrific and the price is 
right,” according to one buyer. 

A downtown department store 
shoeman reports black suede, me- 
dium blue and dark purple suede as 
coming up fast and black calf is 
starting to move. Plain pumps with 
high heel and pointed toe are strong- 
est on the style front. 

Open toe and heel styles were re- 
ported to be selling well downtown 
with black calf and suede leading 
the parade, and a few patents were 
in demand by the South American 
trade with 75 per cent of the cus- 
tomers still demanding the pointed 
toe. 

In the popular priced field the 
hodgepodge continues with reds, 
pinks, blues, and whites still strong 
with gradual increase of black 
leathers, brown and_ royal blue 
suedes. The consensus was that 
suede will lead in popularity for the 
fall season. 

Miami Beach business is slow and 
again a little of everything is being 
sold. At one of the better salons a 
gradual increase was noted in black, 
brown and gray in suedes and leath- 
ers. Stacked leather heels are good, 
and the boot types look good even 
down here. Whites, pastels, and beige 
—black patents did not impress— 
were the trend in a couple of the 
Lincoln Road stores. Some straws 
in flats and wedgies were still sell- 
ing. 

Back to school sales were picking 
up. One dealer reports marked in- 
terest in black velvet for both young 
and adolescent girls. Made in a dur- 
able fabric with the boxed toe that 
doesn’t brush, they were popular 
with both the youngster and the 
mother. The cuffed shoe with one or 
two eyelets also were popular with 
the young set from age three on up. 
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The skimmer pump is still the fa- 
vorite over the loafer. The lace-up 
ties are strong for the oxford set. 


Outlook Good for 
Chicago Retailers 

CHICAGO shoe retailers and de- 
partments are entering one of their 
best selling periods of the year. The 
outlook is good and business is ex- 
pected to be equal to or better than 
a year ago. August, with its usual 
share of hot humid days, showed 
some signs of advance fall activity. 
College promotions had good reac- 
tions and children’s shoe selling is 
now underway. 

Style activity thus far is only 
spotty. But a few trends seem to be 
holding up. Back-to-school selling 
and promotion will have about run 
their course by mid-September. 
Early promotions will stress the tai- 
lored and classic look. Ties, exten- 
sion soles, built-up leather heels, 
dark versions of spectators, and 
other staples have already shown 
some strength. There has been some 
interest in brown, although black is 
the volume color. Pumps, as usual, 
are dominant. There’s been heavier 
than usual interest in fall casual 
types, particularly in the $12.95 to 
$14.95 range. These are chiefly in 
black suede or calf, calf and vinyl 
combinations, and some brown. High 
wedges in dressy versions are also 
being bought in black, brown, or 
blue calf and suede, and in suede or 
calf and patent combinations, all 
with nailhead decoration. 





Autumn leaves for autumn coloring, little 
heels and lightweight construction are 
in the picture here. Denver (5 columns) 


The boot theme has been taking 
hold rather well, somewhat better 
than had been expected. In college 
selling, volume centered on the tra- 
ditional loafers, moc types, and of 
course, the ever-present “sneakers.” 
However, sales of shoe boots have 
been accelerating. Ankle high types 
in colors for girls, and chukka types 
for boys have also done well with 
the younger customers. 


Los Angeles Retailers 
Promoting for Fall 


AS CONTRASTED to a few 
weeks ago when there was little or 
no advertising, Los Angeles shoe re- 
tailers are now starting a big adver- 
tising push on their fall fashion and 
back-to-school campaigns. 

In men’s fashions, ads are stress- 
ing wing tip brogues in brown soft 
grain leather, slipons with stitch and 
turn vamp in black calfskin, plain 
toe three eyelet bluchers in black 
calfskin, straight tip custom type 
oxfords in tan or black, and three 
eyelets with stitch and turn vamp in 
brown and black. The most popular 
of the men’s dressy shoes seem to be 
the stitch and turn patterns. 

For the small feminine fry, bright 
red or copper colored suede ranks 
high. So do black nylon velvet ox- 
fords with ribbed soles and also 
suede boots in red, black or vicuna 
tan. Foam type soles are being co- 
ordinated with the colored tights 
highlighted as part of the young 
misses’ wardrobe. 

The very young men are being 
shown grain and smooth oxfords in 
black or brown and also desert or 
chukka boots in beige and tan. 

Flatties have challenged the imagi- 
nation as to colors, trims, styles and 
materials used. Whereas dress shoes 
for women have swung to the con- 
servative side, flats have furnished 
the icing and decoration in the shoe 
industry. 


New York Begins Fall 
Promotions Early 


SEPTEMBER is usually the time 
when shoe selling takes on extra 
vigor and activity. And_ back-to- 
school interest is generally the shot 
in the arm, the spark that energizes. 
This year, back-to-school promotions 
started even earlier than usual. 
Most of the stores and specialty 

(CONTINUED ON PAGE 62) 
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Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 50) 


enlisted men who are assigned to 
what he calls demeaning jobs, such 
as housecleaning for the families of 
Army, Navy, and Air Force officers. 
He believes the nation’s defense ef- 
fort would be much further along if 
military families hired civilians to 
do their housecleaning and left the 
enlisted men alone for assignments 
more closely related to the military 
defense of the nation. 
a 


A new and relaxed garnishment 
law goes into effect in Washington, 
D. C. in October. Some Congressmen 
suggest it could be used as a model 
by other cities. 

The main feature of the new gar- 
nishment law here is to prevent 
creditors from taking a debtor’s en- 
tire paycheck. Up to now, many pur- 
chasers whose desires were greater 
than the purses found themselves in 
the sorry position of seeing their en- 
tire paychecks attached by the mer- 
chants who sold them their goods. 

Now, merchants and other credi- 
tors are limited to 10 per cent of the 
debtor’s monthly income in most 
cases. 


Profile: Louis Liebson 
(CONTINUED FROM PAGE 36) 


capabilities of the aggregate... the 
team work of all. Individually, they 
each have their particular sphere of 
operation and responsibility; but in 
sum and substance, every one works 
together toward the one goal . . . the 
expansion and growth of the com- 
pany. 

So much for the foreword, which 
is, of necessity, condensed. 

At this point, we can almost feel 
the dismay of our readers. They are 
wondering how come we _ haven’t 
mentioned the name of Louis Lieb- 
son in the Edison Brothers story, 
since every one knows he has played 
a vital part ... has been a motivat- 
ing and important spoke in the 
wheel of the company’s progress, 
along with the rest of the team. Our 
readers can relax now. It is that 
specific chapter in the story that we 
are going to elaborate upon ...a 
capsule, biographical sketch of 
Louis Liebson, vice-president and 
director of Edison Brothers . . . as- 
sociated with Simon Edison in mer- 


September |, 1959 


chandising and directing the poli- 
cies for all the merchandising men. 
Although his present position and 
duties are somewhat removed from 
Chandler’s, as such . . . everyone in 
the industry always thinks of it as 
Louis Liebson’s “baby.” 

Lou started as a Saturday extra 
in the Kansas City Chandler store, 
in 1927. Two Saturdays later, he was 
taken on as a regular and has been 
with the company ever since. Thirty- 
two years with one firm certainly 
bespeaks mutual satisfaction, we 
would venture to say. 


the 


After a year and a half of selling 
on the floor, they gave him the added 
responsibility of trimming the win- 
dows. This meant working from 8:00 
in the morning until midnight... 
six days a week; and on Thursday’s 
—all through the night. Even a lad 
of twenty couldn’t stand that kind 
of gaff. He became ill. Was laid up 
three months. No one knew exactly 
what was wrong until he went to 
the Mayo Brothers Clinic. They di- 
agnosed it as a complete physical 
breakdown due to overwork. During 

(CONTINUED ON PAGE 56) 


FACTS 


favor you! 


It’s a fact that British Walkers are habit forming! Customer records 
reveal that the average first pair purchase produces a steady cus- 
tomer for the store, the line and (often) the style. This profitable 
repeat business is based on actual, demonstrable advantages. 





WIDTHS 
AAAA to EE 
SIZES to 14 


it’s a fact. The unusually | 
wide size range offers an ex- 
act fit to cradle every foot. 








it’s a fact. Your sales are 
supported by strong national 
advertising in THE NEW 
YORKER, SPORTS ILLUSTRATED 
and ESQUIRE. © 


STYLE 1562 


Black 


STYLE 1662 
Turf Brown 


STYLE 1664 


Burgundy 


Most British Walkers from $20.95 


SMITH SYNCHRO-FLEX CONSTRUCTION 


Tempered steel shank 
with exclusive leaf- 
spring arch support. 


Pliant innersole with 
deep cushioned filler. 


Upper leather linin 
for flexibility” 


It’s a fact. This engineered construc- 
tion supports the arch with steel 
strength, adapts to the natural move- 
ment of the foot. Combines firm heel 
to ball-of-foot support with cush- 
ioned flexibility. 


BRITISH 
WALKERS. 


Write, wire or phone collect today for complete 
information, E. E. Taylor Corp., Freeport, Maine. 





BASS WELTS 


for “back to school” 
or “back to work”’ 


Continuing their steady rise in popularity 
... Bass Goodyear Welts owe their marked 
success to the same superlative leathers . . . 
the skillful cutting and lasting . . . the 
thorough workmanship that distinguish 
the Bass line of famous hand-sewn Bass 
Weejuns”*. 
No. 2162. Brown Scotch 
Grain Blucher Oxford; 
Leather Quarter Lining; 
Leather Storm Welt; Double 
Leather Soles and Leather 
Heels. 


No. 2185. Sand Steer 
Buck Blucher Oxford; 
Leather Quarter Lining; Red 
Cush-N-Crepe Soles and 
Heels. 


No. 2741. Sand Steer 
Buck Ranch Boot; Leather 
Vamp Lining; Maple Cush-N- 
Crepe Soles and Heels. 


No. 2188-(Brown) 
No. 2189-(Biack) 
Plain Blucher Oxford; 
Leather Quorter Lining; All 
Weather Welt; Brown or 
Black Cush-N-Crepe 

Soles and Heels. 


IN STOCK 
FOR IMMEDIATE SELLING 


*T. M. Reg, 


G. H. BASS & CO., Dept. BS-9, Wilton, Maine * 614 Marbridge Bidg., N.Y.C. 1, N.Y. 
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The Return of a Classic 


(CONTINUED FROM PAGE 39) 


a choice of several lasts. There should be no question of 
“either—or—.” Both types are good, so Jet the customer 
make the decision. However, the best place for the oval still 
will be on medium heel, tailored styles, according to all re- 
ports. 

Heels play a leading part in tailored shoes. In general, 
the range is from 17/8 to 19/8, no higher. However, they 
can, and do, go below 17/8 to 16/8, 15/8, 14/8 and right 
down to flats, given the right styling. It is not news to say 
that stacked leather heels—both real and very cleverly simu- 
lated—continue very strong for spring-summer 1960. They 
may be slightly curved, very straight and keg-shaped. They 
are as classic in character as a tweed suit or a camel’s hair 
coat. 

Other characteristics of the new tailored shoes are the 
detailings. These are, for the most part, delicate: fine perfo- 
rations, decorative stitching, little buttons and buckles, small 
overlays and piping. The new tailored classics are light look- 
ing, light in the hand, soft in the hand and on the foot. 

Constructions and leathers account for this feeling and this 
look. Many of the shoes are unlined. Toe boxings and coun- 
ters are of the lightest materials, often flexible. There will 
be lined shoes, too, of course, with sturdier constructions in 
toe and counter. 


Shoe Enough 
by Bess Ritter 


It’s interesting to note that today’s “wedgie” shoe is not 
original with 20th century shoe manufacturers, because people 
who lived in England when Queen Elizabeth I was on the 
throne delighted in wearing this “brand new” shoe style. 
The wedge was actually an extra sole of cork, which was 
thin at the toe and grew thicker and thicker until it attained 
the height of today’s low Cuban heel at the back. 

However, this is only one of many shoe decorations which 
were popular in England in the second half of the 16th cen- 
tury, for footgear could be seen in a large variety of colors 
including black, red, white and green. Shoes were also fash- 
ioned from a large selection of different fabrics, such as 
satin, silk and velvet, in addition to leather. Although all 
styles kept the wearer’s heel fairly close to the ground and 
obligingly followed the shape of the foot, there was still 
plenty of room for all kinds of innovations: 

For example, decorations known as “cuttes” were common- 
place. These consisted of actual slashes in either the fabric 
or the leather, like really elongated buttonholes. 

Then there were shoes that were “stitched with silk, and 
embroidered with gold and silver all over the foot,” and this 
stitchery usually took the form of checks, squares and dia- 
monds, similar to blanket quilting. 

Roses also blossomed on the feet of the fashionable, and 
this style was so popular that Shakespeare mentions it in 
Hamlet (act III scii) “With two Provincial roses on my 

. shoes.” However these were not real flowers at all. 
Instead, they were rosettes made up of loops of ribbon at the 
beginning, and later they appeared made of silver or gold 
lace. Today they'd be strictly a feminine fashion, but the 
Englishmen of Shakespeare’s day liked to wear them too. 

As a matter of fact, we know a great deal more about the 
kind of shoes that men wore than we do of ladies’ footwear. 
This can be blamed on their dresses. Since they were gen- 
erally long enough to cover up their toes, the portraits of 
the times give the historian no clue. However, since their 
garments grew shorter around the 1580s, we do know that 
one style was a very simple white satin slipper ornamented 
with a great many rather small “cuttes.” 
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Manutacturing News 





New England 


F AcToRY activity has slowed up in New England shoe 
factories. This, however, is a seasonal development as the 
first fall run has been completed and re-orders have not yet 
begun to come in from retail stores. These are expected soon 
after Labor Day. 

The same slowing up is noted in the leather market al- 
though prices remain firm at or near the new peaks reached 
just prior to the Leather Show in New York. Shoe manufac- 
turers show no signs of anticipating their leather needs. Tan- 
ners in turn are not buying hides. So pronounced has this 
caution become in all segments of the shoe and leather in- 
dustry that some trade observers predict serious delays when 
production is resumed. 

There are two schools of thought with regard to price 
trends from here out. One is that further price increases, 
when and if announced, will apply to only a part of manu- 
facturers’ lines and should not upset newly established price 
brackets. The belief here is that such increases can be ab- 
sorbed partly at the manufacturing level and partly at the 
retail. The other school of thought is that an across-the-board 
hike could result from any further strengthening of raw mate- 
rials prices. That price increases of any kind, on any grade 
of shoes, will meet with buyer resistance is a foregone con- 
clusion. 

The consoling thought is that to date the ultimate consumer 
has not hesitated to pay the prices asked for early fall shoes 
now in the stores. Women particularly, retailers report, have 
been displaying a lively interest in early fall styles since mid- 
August in practically all parts of the country. 

New England shoe factories made 112,725,000 pairs of all 
types of footwear during the first half of this year, it is re- 
ported by the New England Shoe and Leather Association. 
January-June output in this part of the country rose 16 per 
cent while production outside the six-state region rose 11 per 
cent. 

“New England,” NESLA noted, “continues to be the na- 
tion’s number one shoe producing area, accounting for a 
third of the nation’s output. This ration, which has varied 
from 30 to 36 per cent during the last thirty-five years, cur- 
rently stands at 34.6 per cent.” 


St. Louis 


ALTHoucH some St. Louis shoe manufacturers are standing 
pat on pricing, many firms are using new price lists showing 
two, three and four per cent increases. For most of the 
smaller companies, the newest increase is the first to be an- 
nounced by them since last April, when fall shoes first went 
on display. “We bided our time as long as we could,” spokes- 
man from one specialty firm said, “but the hike was inevita- 
ble.” 

Factories in the area are busy, with orders carrying produc- 
tion well into September. Pairage sales gains are in general 
considered to be at least 10 per cent over the corresponding 
period of last year. 

Beginning several weeks ago, a few retailers sought im- 
mediate delivery on orders placed for late August shipment, 
reflecting a head-start jump on back to school activity at the 
retail end. However, the lateness of Labor Day this year will 
throw extra school retail business into September. It will 
deter, rather than swell, August totals for retailers, producers 
say. Fill-in and re-order business got into its stride late in 
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August, and is expected to be sizeable all during the next 
five weeks. 

St. Louis shoe men brought back “no special news” from 
the Leather Show, reporting only that prices appeared to “be 
holding very firm,” and saying also that the show “seemed to 
be marking time, ooking forward to the new scheduling pro- 
gram starting in December.” 

Orders actually received for women’s boots and boot-type 
casuals are disappointing some St. Louis firms, spokesmen 
observe. Anticipations were high six months ago, but as the 
actual retail season gets close at hand, producers are finding 
that volume of orders is not meeting expectations. Chukkas 
and boot-types for school age boys and girls are slated for 
volume, however. For at least one producer, high-heeled 
women’s boot-pumps are showing excellent activity. 


Chicago 


PREPARATIONS for spring continue to take over in the 
Chicago market. Most salesmen have seen samples of ad- 
vance spring shoes. Business is already being written on 
many types by some volume houses and chains. Mail order 
firms, of course, have already booked major commitments. 
Spring catalogs closed August 1. These tremendous buyers 
are now active in follow-ups and extensions of original orders. 
The problem of price increases continues to plague this seg- 
ment of the market. Spring prices must be set now and 
must be upheld for the duration of the catalogs. Pricing is 
on the basis of contemplated increases. 

These volume accounts, of course, concentrate on the mid- 
dle and lower price ranges. Hence, they have shown con- 
siderable interest and done rather heavy buying in the new 
treatments in side and cheaper leathers. This includes the 
new textured and crushed effects, pig and crushed grain 
prints, and in printed suede and smooth combinations. For 
dressier versions, they have gone into gold and silver patterns 
on pastels, printed metallics, and in the wide range of pastels. 
Washable white leathers will be tied in with co-ordinated 
wash and wear promotions. This theme is expected to gain 
good acceptance throughout the retail field. It is particu- 
larly good for department store shoe departments, since the 
wash and wear theme can be geared to store-wide promotions. 

Mail order purchases have also continued heavy in the 
newer men’s work shoe types. This includes hunting and fish- 
ing boots and rugged outdoor shoes as well as the traditional 
work shoes. The latter are losing ground however to the new 
aniline finishes and glovey stuffed leathers. Boot types con- 
tinue in orders in men’s, women’s and children’s shoes for 
spring. 

Most production schedules are booked up through this 
month on second runs, fill-ins, and novelties for holiday sell- 
ing. Follow up fall business has been good, with orders 
running from five to ten per cent ahead of last year. 


New York 


New YORK shoe manufacturers report that business is 
good, and is gaining momentum with each day’s orders. Pro- 
duction has been steady and most of the first fall shoes have 
already been delivered. Manufacturers are optimistic about 
prospects for good business to continue. They say that al- 
though dealers had placed orders for fall shoes in the regular 
course of business, these were merely the initial buys. The 

(CONTINUED ON PAGE 63) 





Profile: Louis Liebson 


(CONTINUED FROM PAGE 53) 


his recuperation, he had a lot of 
time in which to consider his situa- 
tion. He came to the conclusion that 
he didn’t like the retailing end of 
this business . . . or any business. 
He went to St. Louis to tell the Edi- 
son brothers that he was getting out 
of the shoe business. He would go to 
Cleveland, New York—anywhere... 
and get an office job; even being an 
errand boy at $5.00 a week would 
be better than selling. During his 
visit with Irving Edison, he was in- 
troduced to Sam Edison and his sec- 
retary. Then and there he decided: 
“That’s what I’m going to have... 
an office and a pretty secretary.” 
Before starting the project, however, 
Lou and three of his friends toured 
the United States. When he got to 
Los Angeles, there was a wire from 
Irving Edison, offering him a job 
in the buying department—as assis- 
tant to Mark and Simon Edison. The 
first step in the direction he had set 
for himself. 

It is 1932 ... the depression year 

. when even the Chandler price of 


$6.00 was too high and it was nec- 
essary to convert to a lower price. 
As Lou says: “There weren’t too 
many Chandler stores at the time. 
No one was particularly interested 
in them. So they gave me the re- 
sponsibility . . . to see what I could 
do with them. Then and there they 
became my charge. And what a chal- 
lenge it was! Here I was, at the age 
of 22, thrown into a buyer’s job. I 
had no experience. Didn’t know very 
much; and I was up against the 
competition of Mark Edison, one of 
the smartest men in the shoe in- 
dustry. I soon realized that if I was 
going to get anywhere, I would have 
to take a different ‘tack.’ I had to 
rely on our resources to help me. 
And they did! Admirably! There 
was a wonderful give and take then 

. and it has continued all through 
the years. The real test came in 
1942, when rationing was in effect 
and you were restrained and re- 
stricted on all scores. At that time, 
our resources came through! They 
did everything they possibly could 
for us. 

“We have an enviable record with 
the people we have done business 


with during the past thirty or more 
years. We take all the production 
of some factories; and a large per- 
centage of others. All together, we 
do business with some three hun- 
dred resources; and our policy has 
been inflexible. We won’t do busi- 
ness with people who don’t make a 
profit.” 

Chandler’s is an outstanding ex- 
ample of quality operation in the 
chain store field and their popu- 
larity is reflected in the increase in 
the number of stores to 75 
spread across the country from coast 
to coast and centered in the major 
cities only. More stores are being 
opened all the time. 

The uniqueness of the Chandler 
stores, in a sense, stems from the 
fact that although they are a chain, 
they operate as individual stores. 
The customer never feels that she is 
in a chain store. Instead, the decor, 
the exclusive displays, the service 
and the wide selection of styles are 
competitive with the high grade de- 
partment stores. And their prices 
are $9.98 and $12.98, with emphasis 
on the latter range. 

“With regard to values,” says Lou 


CONVERTIBLE 


SHOE AND BRACE COMBINATION 


The Convertible shoe features a built-in serrated 
disc, that attaches direct to the brace . . . allows 
more accurate settings. The Roto-Lok insert is lo- 
cated in the proper spot, eliminates guess work. 
No rough edges to tear bed clothes. Simple to 
apply. Saves a pair of shoes, can be worn night 
and day. 


ROTO-LOK 


A knurled nut screws into 
the insert in sole of shoe 
holding the brace firmly in 
the position the doctor 
desires. 

PROTRACTOR =r SaaS eo 


EMBOSSED ON a 
MANUFACTURED EXCLUSIVELY BY 
SOLE OF SHOE R. J. POTVIN SHOE CO., BROCKTON, MASS. 


BAR INTERCHANGEABLE 
WITH FILLAUER CLAMP 
TYPE OR RIVET-ON BRACE 
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Liebson, “I think we give our cus- 
tomers the utmost in intrinsic and 
psychological values. Wé are almost 
fanatical when it comes to the intrin- 
sic value. We won’t sell a pair of 
shoes that we knowingly think isn’t 
above the price range in value. We 
won’t sell anything that isn’t good 
quality. Through the years we have 
never deviated from this policy; and 
we believe that approach has been 
a boon to the industry. Our compe- 
tition has put our competitors on 
their mettle to do a better job. 

“Quality has always been a major 
factor in our thinking . . . and we 
make sure it is there in every facet 
. . . from the selection of lasts and 
all the component parts ... to the 
intangibles that make shoes fit. We 
don’t buy casually. We play a part 
in building the shoes with the fac- 
tory. In fact, no shoe is adopted and 
put into the line until the fitting 
qualities have been checked and re- 
checked. 

“Psychologically, we pass along to 
our customers the many advantages 
we get through volume purchasing 
at the factories and store efficiencies. 
We think the woman who buys our 
shoes at $12.98 would have to pay a 
dollar or more above that price if 
she bought them elsewhere.” 

Lou Liebson has a definite phi- 
losophy of shoe retailing. In the past 
few years, he has concentrated on 
and considered the over-all scope; 
and comes up with the conclusion 
that the potentials are limitless—if 
only they will be used. He says: “Our 
industry has become a better indus- 
try since we began to group all seg- 
ments . manufacturers, retail- 
ers, chains, department and _spe- 
cialty stores. I find that when we 
have had a good week’s business, 
our competitors generally have too. 
If we make the industry a better in- 
dustry ... if we do better as a 
whole . . . then we can all share.” 

Quality, fit, fashion and price. . 
is how Lou lines up the success fac- 
tors of shoe selling at Edison Broth- 
er’s stores. He believes that now- 
adays, every one sells pretty good 
shoes. There was a time, he says, 
when “the good ones made good 
shoes and the poor ones didn’t. But 
today’s technological progress . 
the new machinery and the dissemi- 
nation of information ... have en- 
abled most manufacturers to make 
pretty good shoes. There is good 
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value in every price range.” 

We promised a bit of biographical 
background, and here it is. Lou Lieb- 
son was born, 49 years ago, in Hous- 
ton, Mississippi. (We spell it out 
just so our readers won’t thing we 
mean Texas.) His father was a no- 
mad... always on the move. Lou’s 
early youth was spent in Winona, 
Oklahoma. (It isn’t in existence any 
more.) He had no time for formal 
education beyond high school . . 
four different schools in four differ- 
ent states in four years. He gradu- 
ated at 17; and that’s when he went 
to work in the Chandler store. 


He and his wife live in Richmond 
Heights, St. Louis. They have a 
married daughter and a son, twenty 
years old—a junior at Amherst. 

Lou reads “as much as the aver- 
age good reader does,” (was the way 
he put it), with a concentration on 
history, biographies and a peek at 
the classics. He has a very intense 
feeling for music . . . 14th to 17th 
century, especially; and he is an 
avid “antiquer.” He devotes a great 
deal of his time to community and 
social service. In the last three 
years, he has been president of the 

(CONTINUED ON FOLLOWING PAGE) 
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IN STOCK 


No. 63 Brown 
No. 67 Black 


Every family shoe store 


meets the man with “foot trouble” or a “hard- 


to-fit” story. Don’t shy away from him. Prop- 
erly fitted with Alden-Pedic shoes he’ll become 


one of your best customers and he'll tell his 


friends. Learn about Foot-Balance’ today. 


Cc. H. ALDEN SHOE COMPANY 
Custom Boolmakers Bows 1884 


BROCKTON, MASSACHUSETTS 





Jewish Medical Social Service Bu- 
reau, president of Camp Hawthorne 
(a children’s camp in St. Louis, sup- 
ported by the United Fund), vice- 
president of the Sherwood Forest 
Camping Association. He has served 
on seven different boards . .. two 
fund-raising groups, etc., etc. 

In case you are wondering what 
he does with his spare time, after 
all that . . . he spends a good deal 
of it in industry work. He has been 
Chairman of the Women’s Style 
Committee of the National Shoe Re- 
tailers Association. Last year, that 
association created the office of First 
Vice-President and Lou was elected 
to that post. He gets to New York 
about four or five times a year. . 
for all the shoe shows. 

He and Mrs. Liebson are planning 
to go to Europe early this month. 
It will be their first trip and they 
will spend five weeks there, visiting 
London, Paris, Rome, Florence and 
Majorca. 

Lou has some sixteen years of 
work still ahead of him before re- 
tirement. That would bring him 
right up te 1975. After that. . 
what? Well, he would like to go 
back to school. He knows of a small 
college, on the banks of a river, in 
a remote town in Moreila, Mexico 

. where the students sit under 
the trees and study and learn a gen- 
eral, academic curriculum. That’s 
the Utopia he looks forward to. . 
getting away from all the pressures 
and mad pace of today’s living. He 
believes that in business you don’t 
need a college education. It is only 
after you have become successful 
and have achieved an executive po- 
sition, that you need a diploma. With 
education you can be more efficient 
in your thinking. You can communi- 
cate with people more effectively. 
Formal college education produces 
more leaders of people, than with- 
out it. Colleges don’t produce more 
successful men but they do produce 
more successful leadership. College 
education teaches you how to learn. 

Before our interview was over, 
Lou Liebson emphasized again the 
fact that it was team work .. . the 
combined efforts of every one in 
the Edison Brothers company . . . 
that adds up to its notable success. 
The figures speak for themselves. 
Records show a $59 million volume 
in the first six months of this year 
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. 14% per cent ahead of last 
year ... $8 million gain in volume 
for the period, with substantial in- 
creases in unit pairs. Most of this 
increase is accounted for by the es- 
tablished stores . . . not the new 
ones. 


Soviet Shoe Industry 
(CONTINUED FROM PAGE 43) 


creating conditions that would fa- 
cilitate the automation of the indus- 
try. 

The assembly line has spread 
widely in the shoe industry of the 
U.S.S.R. At the present time 85 per 
cent of Soviet shoe output is from 
the assembly line. Thus, the con- 
tinuous production method is the 
dominant form. New multistage and 
multiline conveyors have lately been 
designed and are being successfully 
applied in production to ensure the 
proper conditions for widening the 
assortment of shoes produced on the 
assembly line. 

As a result, the leather shoe in- 
dustry has developed at an excep- 
tionally fast rate, which may be 
seen from the following data: 


The number of shoes produced 
(exclusive of felt and _ rubber 
shoes) : 


In 1916 60 million pairs 
In 1940 ” 
In 1958 . 


Thus the level of shoe output in 
1958 as compared with the pre- 
revolutionary year of 1916 amounts 
to 593.3 per cent, and 168.7 per cent 
as against 1940. 

According to the target figures 
for the development of the national 
economy of the U.S.S.R. for 1959- 
1965, shoe output in 1965 will be no 
less than 515 million pairs (exclu- 
sive of felt and rubber shoes), which 
is almost 1.5 times higher than the 
1958 production level. 

Such an increase in shoe produc- 
tion is being ensured by improving 
the technology of production, re- 
placing obsolete equipment with 
new, more productive machines, and 
by the further mechanization and 
automation of production at existing 
factories and the construction of 
new, large shoe factories and leather 
and shoe combines. 

In addition to expansion of out- 
put, systematic work is being con- 
ducted in the shoe industry on 


broadening the assortment and im- 
proving the quality and appearance 
of shoes. Specifically, greater atten- 
tion is being devoted to freshening 
old models and elaborating the new, 
latest fashions. New styles in lasts 
are created at the Central Scientific 
Research Institute of the Leather 
and Shoe Industry, the Ukrainian 
Scientific Research Institute of the 
Leather and Shoe Industry, the 
Moscow House of Shoe Fashions and 
large shoe factories. All the re- 
search institutes and factories of 
the shoe industry work on designs 
of new shoe models. 

Every factory has its own art 
council, in whose work representa- 
tives of trade organizations take 
part. Twice a year the council re- 
views the models designed at the 
factory and the House of Shoe 
Fashions for the spring-summer and 
autumn-winter assortment, selects 
the best of these in keeping with 
the existing styles and demand, and 
approves them for production. 

Shoes are sold by several thousand 
shops of various types. The depart- 
ment stores also have shoe sections, 
but the main role is played by the 
specialized network of shoe shops 
whose development is on a high 
level in a number of areas. 

The special shoe shops are sub- 
divided into sections for the sale 
of different types of shoes: rubber, 
leather, men’s women’s, etc. They 
are furnished with shelves, chairs, 
stools for fitting shoes and other 
kinds of shop equipment of various 
designs. Many stores have special 
X-ray apparatus for a correct fit. 

Self-service shops have started 
functioning in recent years in Lenin- 
grad, Sverdlovsk and a number of 
cther cities. There the customer 
selects and tries on the shoes him- 
self, then pays for them on the way 
out from the fitting hall and receives 
his purchase all packed. The clerks 
act as consultants, help some of the 
customers buy the shoes, maintain 
order and keep the stocks refilled. 

The uninterrupted flow of a 
broad assortment of shoes to the 
shops is of great importance in 
properly meeting customer demand. 

This task is filled by the wholesale 
trade system existing in every re- 
public, the main link of which is the 
warehouse. The warehouses, one in 
every region, are under the Minis- 

(CONTINUED ON PAGE 60) 
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Parents MAGAZINE WILL HELP 


SELL TINGLEY’S before the fall rains come 


After the rains start, mothers will There’s a Tingley Distributor near 


rush out to buy anywhere. you. He will give you fast service on 


Sell them in your store now! a stock order and quick fill-ins. No 


Display Tingley Rubbers and Boots. need to carry a heavy inventory— 


The readers of Parents’ are buying and remember—you can give a bet- 
school shoes now. They'll buy rub- ter fit to more children with 1/3 the 
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Tingley Rubbers really “stretch on” 
fast! —Save time and effort 
for mothers and teachers. 


And Tingley Rubbers look so neat 

.. feel so light . .. fit snug all 
around ... won’t slip off. . 
and are they tough! Junior can 
wear Tingley’s over any shoe 
style, too. 
Tingley Rubbers have something 
no conventional rubber can claim. 
Even little tots can put them on easily. 
There’s no size problem, either . . . one pair 
of Tingley Rubbers fits four shoe sizes. They 
“grow” with the foot! Seven basic sizes fit 
shoes from 6% to 12% and 1 to 4. Red, 
Brown, Black. $2.00 to $2.50. 


RUBBER FOOTWEAR FOR ADULTS + CHILDREN + MECHANICS « FARMERS 


OOOO 88S 8 SS S888 88888808 8880808080088882828822245 


TINGLEY RUBBER CORPORATION 
903 Ross Street, Rahway, New Jersey 


Please send me the name of nearest Tingley distributor and latest 
catalogue. 
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Soviet Shoe Industry 
(CONTINUED FROM PAGE 58) 


try of Trade of the given republic. 

The trading organizations place 
orders with their warehouses for the 
next year, indicating the number of 
shoes that will be required. 

The warehouse makes up a com- 
posite list of all the orders made, 
und places this total order with the 
Ministry of Trade of the given re- 
public, noting the quantity and as- 
sortment of shoes for which orders 
cannot be placed in the factories of 
the given region. On the basis of 
un analysis of these orders, the 
Ministry of Trade instructs the cor- 
responding warehouses of the re- 
gions where a surplus of shoes are 
produced to ship them to definite 
regions. Contracts are signed on the 
basis of the orders. 

The function of the warehouse 
is to receive the manufactured shoes 
from the factories according to 
specified models and the earlier 
agreed on shipment schedule. The 
warehouse regularly delivers (or, 
at its request, the shoe factory de- 


‘ivers) the shoes it receives from 


the factories to the local and out- 
of-town trade organizations. 

The inter-republic shoe deliveries 
are planned by Soyuzglavtorg 
(Chief Administration for Inter- 
tepublic Deliveries of Consumer 
Goods), which is part of the U.S.S.R. 
State Planning Committee. The 
total demand for shoes for the en- 
tire country and inter-republic de- 
liveries are calculated by Soyuzglav- 
torg on the basis of the orders 
placed by the Trade Ministries of 
all the Union republics, including 
the orders of foreign-trade organ- 
izations for shoe export. 

On the basis of the shoe demand 
as estimated by Soyuzglavtorg, the 
raw materials at hand and the out- 
put capacity of the industry, the 
U.S.S.R. State Planning Committee 
draws up the plan for shoe produc- 
tion for the coming year. 

The U.S.S.R. imports shoes from 
Czechoslovakia, Austria and other 
ccuntries. They are bought abroad 
by foreign-trade organizations on 
the orders of Soyuzglavtorg. The 
sale of this footwear on the inter- 
nal market is conducted in the same 
way as domestic footwear—through 


the warehouses and the retail trade 
network. 


A New Kind of 


Teenage Fashion Show 
(CONTINUED FROM PAGE 45) 


a representative group of high schoo 
girls could find time in their busy 
schedules to attend. Each guest was 
provided with a check sheet, listing 
the 42 pairs modeled, on which she 
checked the styles she liked. Fash- 
ion analyst Evelyn Farber acted as 
commentator, and informally dis- 
cussed each pair of fall shoes as it 
came down the raised runway. Rec- 
ord albums were awarded as attena- 
ance prizes. At the conclusion of 
the show, all pairs modeled were 
spread out on the runway, where 
teenagers could handle them and 
comment as they sipped cokes. 

Of the show, Mr. Quinn has this 
to say: “Mission accomplished!” 
Tabulations of check sheets showed 
drastic lack of votes for a theo tie 
for fall, in either red or green suede. 
A very low shell-cut pointed toe 
skimmer, however, shown in both 
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suede and in kid, rated everyone’s 
vote. The skimmer has a dipped 
sideline and no decoration. Although 
boots did not pick up the oh’s and 
ah’s expected, the boot-look, as used 
on a cuffed oxford tie, got good re- 
sponse. 

For any retailer contemplating 
putting on a shoe show to sound out 
the teenagers in his community as to 
what shoes they would like to buy six 
months ahead the following sugges- 
tions are made: 

1) First procedure is to arrange 
with a manufacturer for sample 
shoes to be used at the show. It is 
generally understood that manufac- 
turers will be cooperative on this. 

2) The dealer should line up the 
girls who will serve as models. At- 
tractive high school juniors and 
seniors from the trade area of the 
store will be best drawing cards, 
particularly if the girls are leaders 
in their schools. 

3) Choice of date can make or 
break ‘the ‘show. Within limits, let 
the teenaged models help set the 
date. If the show is to be successful, 
it must not conflict with final exams, 
operetta performances, school plays, 


basketball championship games, pa- | 


rades, father-and-daughter banquets, 


PTA, and a host of other activities | 


which are outside the average shoe 
retailer’s realm of thinking. Make 
the show at a time when it will be 
easy to find parking space near the 
store. 

4) Issue invitations to high school 
girls about 10 days to two weeks 
before show date. One week ahead 
is not long enough. If longer than 
two weeks ahead, the date is likely 
to slip their activity-crowded minds. 

5) Arrange for staging, including 


runway, commentator, canned music, | 


check-sheet printing, and the like. 
6) Arrange for extras, such as 


special ads or publicity, posters, spe- | 
cial tie-in window displays, cokes on | 


ice, attendance prizes. 

7) Hold your thumbs that it won’t 
snow, hail or hurricane—and the 
show is on! 


H. H. Bodenhamer, who owns the 
Quality Shoe Store in Natchitoches, 
La., has purchased the Courreges 
Shoe Store in the same community. 
A. J. Courreges, Sr., will continue 
as manager and the store’s name 
will remain unchanged. 


September |, 1959 








MAINTAINED QUALITY 


All 844-4 Step Master three-sole stitchdowns have 
e LEATHER QUARTER LININGS e PACIFATE VAMP LININGS 
e GENUINE LEATHER INSOLES e LEATHER-FLEX MIDSOLES 


except crepe sole shoes which have 5 - iron rubber midsoles 


NO FIBER MIDSOLES OR INSOLES! 


2866—Gray bal, gray crepe rubber soles. 
B,C, D 8'5-12 3.25 
B,C, D 1215 4 3.60 
1866— Black bal, same as No. 2866. 
8866—Red bal, same as No. 2866. 


2867— White and black bal saddle, leather 
soles 5!4-8; white rubber soles 8'4-4. 


2891—-Black, scuff tip, leather soles 5! 5-8; 
B. F. Goodrich soles ° 9-4. 
B,C, D 5!', 2.50 
B,C,D 8',-12 
B,C, D 12!5-4 
4891- Brown, same as No. 2891. 


§875 Antiqued brown moccasin, rust 


crepe soles. 

B,C, D 8'5-12 3.35 
B,C, D 1215-4 3.70 
4875—Same as No. 5875 but with B. F 
Goodrich soles. 

B,C, D »-12 

B,C, D0 int? 4 

7875 —Canyon sand, same as No 5875 
but with brown crepe soles. 

c,D 5',-8 


B, C, D 8) 4-12 
B, C.D 1215-4 


2808—-Black blucher, pillow embossed 
plug, leather soles 5'2-8; B. F. Goodrich 


9-8 2.50 

9-12 3.25 

2-4 3.60 

Brown, same as No. 2808 
Red, same as No. 2808. 

‘ ; 5!-8 2.50 


2853-——Black gored loafer, B. F. Goodrich 
soles. 
B,C, D... 8! 5-4 3.60 


STEP MASTER SHOES, INC., GREENUP ILLINOIS 
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Retail Trade News 
(CONTINUED FROM PAGE 52) 


shops began featuring their school 
and college clothes in newspaper 
ads, window displays and depart- 
ments in August, with the emphasis 
increasing to a high point just be- 
fore Labor Day. 

Traffic in stores was very good. 
New York is lucky. It has many at- 
tractions for visitors and tourists. 
They tour the city and the U. N. 
They add impressive numbers to 
the capacity in hotels and restau- 
rants and shops. They leave no 
doubt about the fact that they like 
to buy shoes and apparel with the 
New York label. Many merchants 
launch their seasonal promotions 
early in order to get some of this 
transient trade. Then, too, many 
people who live in and around the 
city like to shop earlier and avoid 
the crowds who come in right after 
the holiday. This all helps the re- 
tailer to evaluate first consumer re- 
sponse to the new styles and get 
some idea of their acceptance. 

It was interesting to note that 
tailored suit shoes, casuals, boots 
and boot types dominated the pro- 
motions . . . in almost every price 
range. 

Featured colors included: black, 
wild oats, brown or Loden, new for 
fall fawn, tan, gold, red, green. 


The Fourth Geller Store 


(CONTINUED FROM PAGE 47) 


tesy and consideration for others as 
a part of our working philosophy.” 

In promoting the new store, Hop- 
ping has been using half-page ads in 
all of the San Francisco daily news- 
papers, combined with a direct mail 
program. 

“All of our advertising and pro- 
motion,” Hopping said, “will, of 
course, be closely coordinated with 
the New York and Chicago Andrew 
Geller program. Any trends that we 
note here in San Francisco, we will 
pass on, in a reciprocal effort.” 

The Andrew Geller company, with 
a large plant in Brooklyn and a re- 
cently purchased plant in Italy, is 
probably the largest independent 
manufacturer of women’s shoes 
priced at $20 a pair or more. Monroe 
Geller, son of the founder, is now 
president of the firm, and Bert Gel- 
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ler is vice-president. 

“Actually,” Hopping points out, 
“the entire Andrew Geller family— 
and it’s a large one—works at the 
business of continuing to expand and 
put on a high quality line. The com- 
pany is unusual] in the sense that 
succeeding generations have proved 
to be as good at the business as the 
founder, 

“In the more than 30 years I’ve 
spent in this business,” Hopping con- 
tinued, “I don’t think I’ve ever 
known a shoe manufacturer with a 
finer reputation than that of Andrew 
Geller.” 

It was this “well-deserved reputa- 
tion for high quality in both mate- 
rials and workmanship, plus the 
character of the Geller people,” that 
prompted Hopping, who also op- 
erates three shoe departments in 
Walnut Creek and Oakland, to put 
the Geller name on his new San 
Francisco store, rather than his own. 

Hopping, who moved to California 
from the mid-West in 1929, not only 
designed the new Grant Avenue out- 
let, putting into it “everything I’ve 
learned,” but he also acted as his 
own general contractor. He coordi- 
nated every phase of the $30,000 re- 
modeling. 

In doing his own design and gen- 
eral contracting, Hopping also 
achieved what he was told was the 
“well nigh impossible.” He com- 
pleted the entire physical remodeling 
and opened the new store for busi- 
ness in slightly more than a month. 

“We decided to enter the San Fran- 
cisco market in September, 1958,” 
Hopping explains, “and after search- 
ing for what we considered the best 
possible location, signed a lease on 
this building in late November, ef- 
fective Jan. 1. Workmen started on 
the job Dec. 1 and we opened, on 
schedule, Jan. 17.” 

In less than six months Hopping, 
with a force of nine other people, 
including Mrs. Hopping who handles 
many of the business details, built 
the store’s volume up from nothing 
to an annual rate of $350,000. He 
confidently looks forward to handling 
a volume in excess of $600,000 a 
year. 

Although Hopping intends eventu- 
ally to expand his accessory business 
with fine costume jewelry, the entire 
$100,000 inventory of the new San 
Francisco store now consists of An- 
drew Geller shoes, the Geller low- 


heel Gamin, Stanley Phillipson shoes 
and a line of fine bags selected to 
match the shoes. 

The store also will carry other 
shoes, to be sold under the brand 
“Hoppies,” which is the name of 
the corporation which Hopping heads 
and which operates the various Hop- 
ping enterprises. 

All but two of the staff engage in 
actual selling on the floor. Hopping 
estimates that he personally spends 
approximately 80 per cent of his time 
out on the floor dealing with cus- 
tomers. 

“Selling shoes is not only in my 
blood,” Hopping explains, “but the 
very best way to learn trends and to 
build a successful business based on 
a complete and accurate knowledge 
of customer wants, is to actually get 
out there and do the sales job.” 

In planning for the eventual $600,- 
000 a year volume which is the goal 
of the new store, Hopping operates 
on the belief that “a man who de- 
serves to be called a good salesman 
in our business here in San Fran- 
cisco should easily be able to sell 
$50,000 worth of shoes a year... if 
he can’t, he’s in the wrong business. 

“A top man in the field,” Hopping 
continued, “should be able to build 
up his own personal sales volume, 
within a reasonable time, to the 
point where he is selling between 
$80,000 and $100,000 a year. 

“I’m sure we could put shoes on all 
three floors of this building and prob- 
ably end up handling a volume of 
$1,000,000 a year,” Hopping said, 
“but we have no particular desire to 
get into this category. We'll be 
happy to stay below the million a 
year mark and meet the needs of 
our customers.” 


These customers, Hopping con- 
tends, are “possessed of a high de- 
gree of good taste which has not yet 
gained the national recognition it 
deserves.” 

“San Francisco women,” he con- 
tinued, “although conservative in 
some respects, are the best dressed 
in the world. They know and de- 
mand quality and style and it is their 
sense of dignity and good taste that 
has helped to make this city one of 
the key fashion centers of the world.” 

Hopping has built his entire in- 
ventory to meet this demand for 
quality merchandise. 

“You can’t sell something you 

(CONTINUED ON PAGE 64) 
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Manufacturing News 
(CONTINUED FROM PAGE 55) 


bulk of their re-orders are expected to start coming in right 
after Labor Day. 

Members of the Guild of Better Shoe Manufacturers, too, 
consider this an important time. They have scheduled Guild 
Week for September 8th and have set up appointment sched- 
ules to work with their accounts on resort and holiday shoes. 

In women’s shoes, it is interesting to note that many of 
the manufacturers mentioned that merchants had bought more 
open type shoes than you would ordinarily expect for fall 
selling. They also expect that interest and acceptance of 
these types will increase as the season progresses. For resort 
and holiday, they are expected to be very good. These open 
types include: slings, closed shank open back slings, halters 
and Spring-o-lators. Salesmen on the road report back that 
open shoes, vinyl and mesh shoes seem to be slated for good 
business for the coming season. 

Oval and square lasts are included in most lines. Mer- 
chants have bought them and now they are waiting for the 
reaction from the consumer to decide how far they should go 
in reordering. The pump—on the needle toe last—is still the 
number one style. 

As to colors, there is the usual black. Brown is coming up 
strongly; and navy is good—especially with touches of lighter 


Los Angeles 


Nor only are the summer shoe re-orders a thing of the past, 
but the fall re-orders have started to come in. 
Some of our larger manufacturers such as Sobel, Bernstein 


& Greene are producing quite heavily on evening shoes. Sell- 
ing well are vinyls, gold and silver leather, brocades and 
silks. Open toes and Spring-o-lators continue to move. 

Sbicca of California reports they too are very busy. All 
their summer shoes are forgotten. Lots of open shoes are 
in production. They are deep in the manufacture of evening 
shoes and are going very strong with their resort wear sched- 
uled for October, November, and December. Stacked heels 
from 18/8 down through flats are moving in good quantities. 
They are planning the use of fabrics, straw, straw mesh, 
pearlized leather, kidskins and patents for spring. 

Sbicca is now bringing in Italian imports from their factory 
in Florence, Italy. Arthur Sbicca plans a trip to Italy in 
September to return to the U. S. around the first part of 
October. 
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“CAPRI” 


with Genuine, Spring-action 


RIPPLE Sole 


Customer resistance ‘‘softens” .. . (with the 
pavement underfoot!) .. . as the spring-action 
of these supple, glove leather sandals reduce 
fatigue and energize every step! 3%,” foam 
rubber cushioning insole for extra support and 
comfort! Adjustable straps for perfect fit! 

*TM Ripple Sole Corp. 
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The Fourth Geller Store 


(CONTINUED FROM PAGE 62) 
don’t have in stock,” Hopping as- 
serts, “hence our inventory is com- 
paratively high. If we find that we 
need a larger stock to meet our cus- 
tomer demands, we’ll boost the in- 
ventory. 

“On the other hand,” he continued, 
“there are times in the year when a 
shoe store can operate quite success- 
fully with a much lower inventory 
than many stores maintain. When 
this time comes for us, we’ll reduce 
accordingly.” 

The basement stockroom of the 
new Geller store contaihs 3,000 
square feet. This is adequate, in 
Hopping’s judgment, to meet the 
proportional requirements of the 
1,000 square feet of sales space on 
the main floor. The basement and 
the main floor are directly connected 
by a unique “man-lift.” 

This “man-lift” is a constantly 
traveling belt. Although fairly com- 
mon in garages and parking struc- 
tures, it is probably the first and 
only one of its kind ever installed 
in a retail shoe store. It cost Hop- 
ping $5,000 installed but he declares 
“it would be impossible to operate 
in this kind of location without the 
man-lift.” 

The man-lift saves Hopping’s sales 
staff countless steps in traveling be- 
tween the sales floor and the stock- 
room area. It will “pay benefits in 
faster, more efficient and more eco- 
nomical service.” 


The Russian Shoe Industry 
(CONTINUED FROM PAGE 41) 
shoe industry people I met proved 

cooperative and cordial. 


Nevertheless, information of al- 
most any kind isn’t easy to come 
by in Russia. To cite a simple but 
typical example. Most cities 
throughout the world have telephone 
or city directories publicly avail- 
able. Not in Russia. Not even the 
cop on the corner can or will give 
you the address or location of a 
business establishment. You go to 
an information booth on the street 
and pay (from five to 50 cents) for 
the address. 

But despite the many and varied 
obstacles, big chunks of information 
about their shoe industry started to 
jell, and eventually the solid pattern 
came together. This pattern, the 
Russian shoe industry, is utterly un- 
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like the shoe industry of any other 
nation in the world, as we shall see 
in this series of articles. 

At this point, one thing should be 
made clear. Russian statistics, 
whether dealing with shoes or any- 
thing else, should be accepted with 
greatest caution. Statistics are used 
as an important propaganda tool by 
the Russians. Also, the Soviet gov- 
ernment is highly self-conscious 
about its progress in the production 
of goods. It uses statistics as propa- 
ganda for both domestic and inter- 
national consumption. The self-con- 
tradictions of many of these statis- 
tics are often flagrant, as we'll see. 
As someone once remarked. “The 
Russians use statistics as a drunk 
uses a lamp post—more for support 
than illumination.” So keep this in 
mind when we cite “official’’ Soviet 
figures concerning the shoe industry. 


How Big Is It? 

How big is the Soviet shoe indus- 
try? How much and how fast has 
it grown? 

Inevitably, we can’t escape the 
natural tendency to compare the 
Soviet shoe industry with America’s. 
In this respect it often won’t show 
up favorably. But we should keep in 
mind something important. In com- 
parison with its own past standards, 
the Soviet shoe industry has made 
very substantial strides. The Rus- 
sian people today have more and 
better shoes than they had in years 
past. And improvement in this di- 
rection continues to accelerate. 

Further, it is sometimes impos- 
sible or difficult to draw comparisons 
between their shoe industry and ours 
because of basic differences in our 
economies and business procedures. 
We operate on a free-enterprise, com- 
petitive system, whereas theirs is 
entirely a state-planned, state-con- 
trolled economy. This leads to sharp 
differences in such factors as shoe 
pricing, production, wages, styling, 
selling, merchandising, etc. 

According to official figures from 
the Soviet Union, 356 million pairs 
of leather shoes were produced in 
Russia in 1958, as compared with 
211 million in 1940, and 60 million 
in 1916. Soviet officials say (and 
publicize) that 1959 leather shoe 
output will be about 380 million 
pairs, and by 1965 will reach 515 
million pairs. 

How reliable are these figures? 
Various qualified sources challenge 


them. For example, Julius Schnitzer, 
Chief of the Shoe, Leather and Allied 
Products Division, U. S. Commerce 
Department, estimates that 1958 
Russian leather shoe output 
amounted to only 188 million pairs, 
in contrast to the 356 million stated 
by the Soviet Union. Mr. Schnitzer, 
through varied qualified source chan- 
nels, has closely followed shoe pro- 
duction developments in Russia as 
well as in many other nations. Ex- 
aggeration of Soviet shoe production 
figures has been cited by other in- 
formed observers. 

Unreliability of Russian shoe pro- 
duction figures is seen in one ex- 
ample. In 1953, the U.S.S.R. Em- 
bassy in London publicized the fact 
that Russian leather shoe output in 
1952 reached 375 million pairs— 
which would be higher than the 1958 
figure now issued out of the Soviet 
Union. American estimates were that 
1952 output amounted to about 89 
million pairs, a large share of which 
were military shoes. 

Take another example. A few 
weeks ago, Sergei A. Trifonov, 
deputy minister of trade of the 
Russian Federated Republic, stated 
that per capita consumption of chil- 
dren’s shoes ‘in Russia is now 3.2 
pairs. This is a somewhat typical 
gross exaggeration. There are about 
50 million Russian children 14 years 
and under in age. Hence, according 
to Trifanov’s figures, 160 million 
pairs of children’s shoes a year are 
now consumed. Even assuming that 
the over-all Soviet figure of 356 mil- 
lion pairs for 1958 is correct, this 
would leave less than 200 million 
pairs to be distributed among 160 
million adult Russians—amounting 
to an adult per capita leather shoe 
consumption of around 1.25 pairs. 

Whether we accept the official 
Soviet figures on leather shoe pro- 
duction (356 million pairs in 1958), 
or the American estimates (188 mil- 
lion pairs), the Russian shoe indus- 
try is the second largest shoe pro- 
ducer, next to the U. S., in the world 
in terms of pairage. 

But in terms of retail shoe dollar 
volume the Soviet shoe industry is 
the world’s largest—from two to five 
times larger than ours. That’s be- 
cause Russian shoes average between 
$50 and $60 a pair at retail (we'll 
shortly explain these fantastic shoe 
prices). Thus their retail dollar vol- 
ume amounts to between $10 and $20 
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billions a year, depending upon 
whether we use the official figure of 
356 million pairs or the American- 
estimated 188 million pairs. Our re- 
tail shoe dollar volume amounts to a 
little over $4 billions (but our aver- 
age selling price is about $6.25 a 
pair.) 


Shoe Imports 


I was told by two or three official 
sources in Russia that shoe imports 
amount now to “about eight or ten 
per cent of our domestic production.” 
This would mean that Russia is im- 
porting about 34 million pairs of 
shoes (on the basis of a domestic 
output of 356 million pairs). Ac- 
cording to the U. S. Commerce De- 
partment, however, Russia in 1957 
imported 11,800,000 pairs valued at 
about $16 millions. Based upon the 
American esimated output of 188,- 
000,000 pairs for the Soviet Union 
in 1957, the import ratio of eight 
per cent would come pretty close to 
hitting the mark. 

Now, from what I saw and learned, 
there has been an appreciable in- 
crease in Soviet shoe imports for 
1959. Shoes imported from many 
nations were seen in stores: shoes 


from Czechoslovakia, Bulgaria, India, 
China, W. Germany, Austria, Hun- 
gary. Import arrangements are be- 
ing made to bring in shoes from 
other countries such as Italy and 
France, probably on a trade ex- 
change or barter basis. 

The stepped-up shoe imports seem 
very logical. Khrushchev and other 
Soviet officials have made lush 
promises of an increase in consumer 
goods, of which shoes are near the 
top of the list. Output of their own 
industry obviously can’t fulfill the 
promise, so the tide of imports is 
rising to fill a big gap. 

Further, international politics 
plays a strong role here. Russia 
must develop trade exchange espe- 
cially with its own satellites to main- 
tain a firm economic front. Take 
China, for example. China desper- 
ately needs goods and currency but 
has relatively little to sell or ex- 
change for what it needs. China’s 
shoe industry is relatively small and 
primitive, eons away from supply- 
ing shoes needed by its own vast 
population. Yet the Soviet is buying 
these shoes on a barter basis as part 
of the trade-exchange program be- 
tween these two nations. 


Most of these imported shoes, par- 
ticularly those from W. Germany, 
Austria, Czechoslovakia and a few 
other nations, are appreciably above 
the quality of Soviet-made shoes, and 
are eagerly bought up by the public. 
While these shoes are purchased by 
the Soviet government at compara- 
tively low prices, they’re sold at re- 
tail at prices equal to or higher than 
Soviet-made shoes. One major rea- 
son, of course, is not to have the 
imported shoes under-price the Rus- 
sian shoes, thus making the latter 
look bad in the public eye. So “equal- 
ity” of prices is maintained, even 
though the imported shoes can be 
made at lower cost and are generally 
of better quality. 

An interesting exception is the 
Chinese shoes. A black pump with 
cheap velvet-like upper material and 
crude workmanship could be bought 
out of Hong Kong for about $1.25 
or less a pair, wholesale. It sells in 
Russian shoe stores for 280 rubles, 
or $70. Fantastic? Yes. But keep 
in mind the “political pricing’’—the 
fact that high prices of Soviet-made 
shoes have to be justified, and this 
would be undermined by a “reason- 

(CONTINUED ON PAGE 66) 
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able” markup (say a mere 500 or 
600 per cent) on the Chinese im- 
ports. 

Incidentally, I talked with officials 
at “Raznoexport,” the Soviet foreign 
trade bureau. I asked if the Soviet 
Union would be interested in import- 
ing American shoes. This received 
a cautious, almost cool, reception. 
Import of American shoes would be 
a “possibility,” I was told, if and 
when more extensive trade relations 
were opened between the U. S. and 
the U.S.S.R. (Note: today, the U. S. 
is exporting about $1 million in 
goods to Russia, and buying about 
$13 million worth, mostly furs, in 
return.) Eisenhower has _ told 
Khrushchev, “Soviet trade organiza- 
tions are free right now, and with- 
out any need for special action by 
the U. S. Government, to develop a 
larger volume of trade with firms in 
this country. They may not be tak- 
ing advantage of all available pos- 
sibilities,” he hinted. 

It’s my opinion, however, that 
American-made shoes will get a cool 
official reception for some time to 
come. Again, for political reasons. 
From a standpoint of quality and 
style they would far out-shine Rus- 
sian shoes, the latter thus placed in 
a poor contrasting light. The Russian 
people would gobble up these Ameri- 
can shoes in preference to their own. 
It’s unlikely that the Soviet govern- 
ment could or would permit this, as 
it is extremely sensitive about the 
superiority of American consumer 
goods. Further, even if American 
shoes were to be imported (other 
than on a token basis), the Soviet 
government would likely price them 
so high as to make them almost pro- 
hibitive for the average Russian— 
and telling the people that American 
shoes are “naturally” exorbitantly 
high-priced. This, as I said, is sim- 
ply a personal view—but supported 
by the evidence of pricing of other 
foreign-made shoes, and with recog- 
nition of the role that “politics” 
plays in consumer goods pricing in 
Russia. 


Catch the U. S. A. 


The Russians are frenziedly de- 
termined to catch up to the U. S., 
and then pass us, in shoe production 
as well as in virtually everything 
else. This has become a driving 
philosophy in the Soviet Union, con- 
stantly publicized and propagandized 
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in newspapers, magazines, huge bill- 
boards, etc. Inside a shoe factory 
this is told to you by everyone from 
the director down to the workers at 
the machines; it’s told to vou by 
shoe store managers and shoe clerks, 
by government officials and shoe 
fashion directors. They greatly ad- 
mire the productive efficiency of our 
shoe industry, as well as the mer- 
chandising techniques we use to re- 
tail our shoes. 

What chance have they of catch- 
ing us? They’ve set a target of 515 
million pairs by 1965, and about 650 
million pairs by 1972 (by 1972, U.S. 
shoe production should be approach- 
ing 800 million pairs). Keep in mind 
that these are their figures. Outside 
estimates are that Russian output 
of leather shoes is actually only 60- 
70 per cent of the stated official 
figures. Anyhow, it appears that it 
will be at least a generation or more 
before Soviet shoe output could have 
even an outside chance of catching 
up with ours. And importantly, we’re 
talking only of numerical output and 
not involving quality or fashion, 
which is quite another story which 
we'll discuss later on. 

On the basis of Russia’s 1958 shoe 
production figures of 355 million 
pairs, per capita production amounts 
to 1.7 pairs for the country’s popula- 
tion of 210 million. If we use the 
U. S. estimated production of 188 
million pairs for Russia, per capita 
production of leather shoes is less 
than one pair. 

However, as we’ve seen, domestic 
output is bolstered by from 15 to 
35 million pairs of imported shoes, 
which gives a lift to per capita con- 
sumption figures. 

As we’ll see later in this series, 
leather shoes aren’t distributed 
evenly throughout the Soviet Union. 
The cities and other large communi- 
ties are getting a better distribution 
of available shoes than the small 
towns, villages and rural areas. More 
than half of Russia’s population is 
still basically a farm or agricultural 
population. These 100 million people 
not only have fewer leather shoes 
available to them, but have less prac- 
tical use for the relatively dress- 
type footwear seen in the cities. 

Thus, per capita consumption of 
shoes is appreciably higher for the 
urban population than for the semi- 
urban and rural population. These 
population groups are divided about 
50-50. 


Soviet government officials are 
making a fetish out of the “Catch 
America” theme both in industrial 
and consumer goods output. Be- 
cause shoes are a symbol of a stand- 
ard of living throughout the world, 
they’re near the top of the list in 
the consumer-goods push. 

In a recent much-publicized speech 
that was surprisingly frank, Nikita 
S. Khrushchev said, “We know that 
our production of a number of con- 
sumer goods items still lags behind 
both in quantity and especially in 
quality. The production costs and 
prices of many of these goods are 
still high. A great deal of work 
must be done for further improve- 
ment of production, its specializa- 
tion, integrated mechanization and 
automation, the raising of the stand- 
ard of labor. Much greater attention 
must be devoted to improving retail 
trade in towns and rural areas.” 

Then, in a contrasting boast he 
added, “The estimates of our plan- 
ning staff show that the Soviet state 
can in the next 15 years not only 
catch up with the United States pro- 
duction of basic items, but also sur- 
pass it. Of course,” he conceded, 
“the economy of the United States 
may also achieve progress during 
that time. But considering the fact 
that the pace of growth of our in- 
dustry is considerably more rapid 
than that of the United States, one 
may deem it as a quite real and 
feasible task to outstrip the United 
States in a historically very short 
period in peaceful competition.” 

The Russian people believe im- 
plicitly in this expansive boast. 
People from top to bottom in the 
Russian shoe industry also believe 
implicitly that they will catch or 
surpass our shoe industry within the 
next two decades—though all signs 
now indicate that this is very un- 
likely if not impossible. Unfortun- 
ately, in so far as I was able to 
learn, no official of the Soviet shoe 
industry has ever been to the U. S. 
to inspect our shoe industry. Hence, 
as regards shoes, the “Catch Amer- 
ica” goal, as it appears to this ob- 
server, is more illusory than real. 

For example, Soviet shoe produc- 
tivity now averages around 3% 
pairs per worker a day, as against 
an average of over 11 pairs for the 
U. S. We’re producing 60 per cent 
(and maybe as much as 200 per 
cent) more shoes with 40 per cent 
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fewer workers. And this doesn’t 
take into account a very substantial 
superiority in the quality of our 
shoes, as well as the offering of a 
variety of styles 10,000 times greater 
than theirs. We admire the Soviet 
shoe industry’s “Catch America” op- 
timism, but there is obviously much 
reason to question its soundness. 

We say this in sympathetic regard 
for the fact that some of the Soviet 
shoe factories were bomb-leveled 
during the war; and also that their 
shoe industry, from a mechanical 
standpoint, is relatively new (about 
25-30 years). Nevertheless, the West 
German shoe industry was far more 
devastated by war, and today, a little 
more than a decade later, has been 
rebuilt larger, more efficient and 
more productive than ever. If we 
say that West Germany was aided 
by U. S. funds, this is compensated 
by the fact that Russia has had ac- 
cess to the world-renowned technical 
know-how of the huge Czech shoe 
industry. 


How to Sell Boots 

(CONTINUED FROM PAGE 49) 
hunting, children’s cowboy, chil- 
dren’s flight, motorcycle and riding. 


Name the kind of boot you want 
and the chances are good that the 
Largo Shoe Store will have it, and 
in the right size. The store is rapidly 
becoming known as the boot head- 
quarters for the west coast of Flor- 
ida. Customers come from Tampa, 
Bradenton, Sarasota and other 
areas. 

In the store, customers see boots 
displayed right beside high heels for 
women. In the children’s depart- 
ment, boots are shown next to baby 
shoes and juvenile dress shoes— 
right on the counters for all to see. 
And in the men’s section, they’re dis- 
played all over the department. 
You'll find a pair of flight boots right 
alongside a pair of patent formals. 

That’s the key to Ennis’ theory on 
selling boots. Display them and don’t 
be bashful about it. 

The store has no regular display 
windows, but a shadow box arrange- 
ment was built and placed in the 
window. On the men’s side of the 
store, these shadow boxes show 
boots, and just a few feet away 
there are displays of women’s dress 
shoes. 

Ennis’ stock in boots runs _ to 
about $10,000. He does not spend 


much money promoting but relies on 
store displays. However, in his 
weekly newspaper ad, regardless of 
what is featured, there is always a 
line stating that the store has the 
largest stock of boots on the west 
coast of Florida. 

“We have relied pretty much on 
word of mouth,” says Ennis. 

Take linemen’s boots, for example. 
The men who climb utility poles 
pass the word around that the best 
place to get boots is Largo. 

The same thing applies to fishing. 
Florida is a great fishing state, and 
there are hundreds and thousands 
to pass the word about Largo. 

Riding academies also flourish. 
When a man, woman or child starts 
riding, there is equipment to be 
bought. The academies are encour- 
aged to tell them where to go for 
boots. 

In these days of keen competition 
for casual and dress sales, boots offer 
a stable source of business. Ennis 
points out that most stores are not 
going to stock a lot of boots. They 
prefer to ride the styles. So the 
store that features boots—and mer- 
chandises them—can get the busi- 
ness. 
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In the Local Offices . . . 


HARD-WORKING Dave Kline- 
smith, executive secretary and 
treasurer of the very active West 
Coast Shoe Travelers Associates, 
has been linked to the shoe busi- 
ness since 1912. 

He started out in the retail end 
with Hill Brothers Shoe Store, Spo- 
kane, Wash., and did a long stint 
with that firm and its successors 
until 1929, with two years out for 
Army duty during World War I. 
He was buyer at Rhoades Depart- 
ment Store in Seattle until 1936, 
then went with Symon’s Depart- 
ment Store until 19388 when he 
moved to southern California. 

He entered the retail shoe busi- 
ness in Hunting Park, then went 
into the accounting field until 1947 
when he took charge of the 
WCSTA office. 

The association recorded all this 
in a book and on tape for a “This 
Is Your Life, Dave Klinesmith,” 
and presented them to him at the 
annual golf tournament in 1957. 

A bachelor, Dave is a _ great 
sports fan, both as spectator and 
participant. He’s a life member of 


the Shriners, the Elks and 210 As- 
sociates. He’s also a member of 
the Nationa] Society of Public Ac- 
countants and a director of the Na- 
tional Shoe Travelers’ Association. 


Mishawaka’s ‘400 Club’ 


MISHAWAKA Rubber Company 
has a unique way of recognizing 
salesmen with outstanding records. 
They are elected to membership in 
the exclusive “400 Club.” 

Nine men with exceptional sales 
work in 1958 were so honored at the 
firm’s annual fall sales meeting. 
Each received a memento presented 
by retiring President Glenn D. 
Babcock. 

K. M. Blaugh, Cadillac, Mich., 
third-time member of the club, has 
the distinction of having led the 
company in ratio of sales per capita 
for the past two years. He covers 
northwestern Michigan. 

Other three-time members are 
E. G. Harryman, Grand Rapids, 
Mich.; P. M. Kamman, South Bend, 
Ind., and S. R. Amidon, recently 
transferred from the Upper Penin- 
sula of Michigan to Rockford, III. 


by BERNICE S. DECKER 


Members elected to the club for 
the second consecutive year are 
E. E. Eberly, Jamestown, N. Y.; 
Paul Schueller, Henry, Ill.; H. L. 
Slick, Oelwein, Iowa, and Wayne 
Ball, Kirksville, Mo. H. I. Sailor, 
of Thor, Iowa, is a new member. 


Local Prexies ... 


GOLFING takes up a good share 
of the leisure time of Sumner Good- 
win, president of Pennsylvania 
Shoe Travelers’ Association. 

Mr. Goodwin was appointed pres- 
ident by the board of directors last 
March upon the resignation of the 
former president, Frank Mirra. He 
had been vice-president for a year, 
a board member for five. 

He started in the shoe business 
with his present firm, Sandler of 
Boston, traveling western Pennsy]- 
vania and upper New York State. 
Married, he has two children, lives 
in Pitcairn, Pa. 





FRANK HOMAN, a vice-president 
of Independent Shoemen, represents 
the fifth generation of his family in 
the shoe industry. 

The first generation was an itin- 
erant shoemaker in Europe. Mr. Ho- 
man’s father traveled in Europe sell- 
ing shoe machinery, came to this 
country and founded the Homan 
Shoe Company in Philadelphia. 

Frank Homan is upholding the 
tradition as a representative for J. S. 
Zulick & Company of Orwigsburg, 
Pa. He travels the entire Midwest 
area. Two brothers are with the 
United Shoe Machinery Corporation. 

Born in Swampscott, Mass., Mr. 
I¥oman served in the Marine Corps 
in World War I. He’s a graduate of 
Bucknell University, where he played 
varsity football for four years. He is 
a member of Kappa Sigma fraternity. 


All of his working life has been 





SPOTLIGHTED SHOE TRAVELERS: Frank Homan 


FRANK HOMAN 


devoted to producing and selling 
shoes. He worked for his father’s 
firm in both production and selling 
for 15 years until 1938. He’s been 


representing the Zulick firm ever 
since. For nine years, until 1958, he 
also represented the Weber Shoe 
Company of St. Louis. 

He’s a member of the Midwest 
Shoe Travelers’ Association. As vice- 
president of Independent Shoemen, 
he is active in the travelers’ division 
of the organization. He comments, 
“T have found its program and pur- 
poses most helpful in expressing the 
thoughts and ideals of independents 
in all segments of the industry.” 

He’s especially interested in de- 
veloping and selling children’s cor- 
rective shoes. 

His leisure? He enjoys all sports, 
particularly golf, collects art, likes 
to travel and enjoys gardening. He 
lives in the peaceful, pleasant Chicago 
suburb of Glen Ellyn, where his wife 
is active in the League of Women 
Voters and public health work. He 
has two married daughters and five 
grandchildren. 
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Seminars Will Cover 
Shoe Fitting, Therapy 


NEW YORK—A series of semi- 
nars on “Shoe Fitting and Sales- 
manship” and “Shoe Therapy” will 
be repeated here this fall. 

The sessions, open to the trade, 
are conducted by Seymour Helfant, 
manager of the Smaller Stores Divi- 
sion of the National Retail Mer- 
chants Association, and Dr. Marvin 
Steinberg, educational director of 
the Podiatry Society of the State of 
New York. Mr. Helfant is the au- 
thor of a sales training series in 
BOoT AND SHOE RECORDER. 

All classes will be held in the Na- 
tional Retail Merchants Associa- 
tion’s board room, 100 West 31st 
St., New York. 

Shoe Fitting and Salesmanship 
will be given on Wednesdays from 7 
to 10 p.m., starting September 23. 
The work will be divided into six 
sections: general foot structure, 
study of leather, shoe construction, 
accepted measuring techniques, cor- 
rect fitting and recognized selling 
techniques. An added optional ses- 
sion will discuss open-to-buy plan- 
ning and control, stock control plan- 
ning and other control methods for 
profitable operation. 

The advanced course in Shoe 
Therapy will be held Mondays from 
7 to 10 p.m., beginning September 
21. It is designed for those who de- 
sire to concentrate in the orthopedic 
footwear field, and for shoemen who 
work on prescription cases. 

Attention will be given to fitting 
feet with structural and functional 
abnormalities; mechanical shoe 
therapy for children; cooperation 
between shoeman and doctor; use of 
buildups, pads and the like, and foot 
pathology. 

Mr. Helfant said persons inter- 
ested in the seminars may register 
with him at the NRMA offices. 


Guild Openings Set Sept. 8-11 


NEW YORK — Member firms of 
the Guild of Better Shoe Manufac- 
turers have rescheduled their resort 
openings for September 8 to 11. 
Originally the showings were set for 
the week of August 31. 
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The Silhouette with Spring Potential: 


NSRA Women’s Unit 


NEW YORK—The open look is 
the silhouette likely to show the 
greatest growth next spring and 
summer. This is the opinion of the 
Women’s Shoe Style Committee of 
the National Shoe Retailers Asso- 
ciation. 

The committee’s endorsement was 
reported by its silhouette and pat- 
tern chairman, Z. Albert Joseph of 
Joseph Salon Shoes, Chicago. He 


Endorses Open Look 


Pappagallo, New York, emphasized 
the “safe and tested basics,” includ- 
ing black, bone, yellow beiges to 
tans, white, navy and others. The 
committee, comprising retailers and 
makers of women’s shoes, preferred 
the whitened pastels over the 
brighter tonalities for resort and 
summer promotion. Members ap- 
proved the newer greige or grayed 
neutrals for high-fashion. 


Studying footwear designs for spring and summer at NSRA Women's Shoe Style 

Committee session are (left to right): Z. Albert Joseph, chairman of silhouette 

and pattern; Jean Bandler, color and material chairman; Irving Grossmann, presid- 

ing chairman; Harry E. Fontius, Jr., low-heel fashion shoes chairman; Lloyd W. 

Nordstrom, NSRA president, and Phillip Miller, chairman, wedge casual and sport 
shoes. Committee met at Hotel Plaza, New York. 


said the group also saw furtherance 
of the trend to diversity of the slim 
expression in closed-toe shapes. 

He cited the continuing prime im- 
portance of pointed toes on dressy 
footwear; the tapered toe on less 
dressy daytime types, and the 
pointed square and softened square 
for more tailored and walking shoe 
designs. 

Mr. Joseph said retailers should 
not ignore the potential of the modi- 
fied oval shapes for daytime, suit 
and casual footwear. But the 47- 
member committee felt that the in- 
dustry would move cautiously in 
this area. 

In the color and material cate- 
gory, Chairman Jean Bandler of 


Much in the picture, the commit- 
tee found, is white in combination 
with black patent, with color and 
with neutral beiges. There was ex- 
tensive interest, too, in ombre and 
ombre pastel effects. For all types 
of footwear, strength was seen in 
fabrics, meshes and lacy effects, and 
straws (plus vinyl at volume levels) 
for the coming season. 

Speaking for the flat and little 
heel category was Harry Fontius, 
Jr., of Denver’s Fontius Shoe Com- 
pany. This classification, he said, 
will continue to show great growth 
in pairage. Here, as in the case of 
higher heels, open silhouettes won 
endorsement as certain to gain. 

(CONTINUED ON NEXT PAGE) 
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Shell Outline, Slim Last Top Children’s Styles 


NEW YORK — The Children’s 
Shoe Style Committee of the Na- 
tional Shoe Retailers Association, 
evaluating style trends for spring 
and summer 1960, recognized the es- 
tablished position of the shell out- 
line and the slim, tapered last. 

But newness can be injected, the 
committee said, through cutouts and 


given a preview of apparel, fabrics 
and colors for 1960 by Virginia 
Shaw, fashion editor of Parents’ 
Magazine. While the palette is more 
subdued than a year ago, it is by no 
means colorless, Mrs. Shaw said. In 
the coat, suit and dress fabrics there 
is a gentle mixing of tones that have 
been deftly whitened. Sportswear, 


Evaluating the 1960 fashion picture at NSRA Children's Shoe Style Committee 

meeting are (from left): B. D. Abney, presiding chairman; Virginia Shaw, Parents’ 

Magazine; J. L. Steele, chairman, girls’ dress shoes; Sumner Gerstein, chairman, 

boys’ shoes, and H. V. Winfrey, chairman, girls’ school and play shoes. The group 
met at New York's Hotel Plaza. 


openings on the vamp; through 1us- 
ter and metallic gold trims and, in 
general, by daintier, softer treat- 
ments. Shaped and lightened heel 
effects will have greater appeal, as 
will the lower shell outline for the 
pre-teen customer. 

Nylon fabrics, shortened nap vel- 
vets and embossed textures are ex- 
pected to go over big, in basic colors 
as well as citrus pastels. White will 
start to sell earlier next spring, and 
luster finishes on white and pastels 
will be important. 

At its meeting the committee was 


in contrast, features vibrant, light- 
ened, madder tones. 

The style committee, composed of 
representative retailers and manu- 
facturers, is headed by B. D. Abney 
of Volk Brothers Company, Dallas, 
as presiding chairman. Sumner Ger- 
stein of The Green Shoe Manufac- 
turing Company, Boston, is chair- 
man of the boys’ shoes group; J. L. 
Steele of J. C. Penney Company, 
New York, chairman, girls’ dress 
shoes, and H. V. Winfrey of Brown 
Shoe Company, St. Louis, chairman, 
girls’ school and play shoes. 


Westerners Spend More— 
The Government Says So 


WASHINGTON, D. C.—Western- 
ers are spending more money than 
other Americans. 

Per-capita retail sales in the West 
last year amounted to $1347, or 15 
per cent over the national average of 
$1169. 

Comparative figures for the rest 
of the country, as reported by the 
Census Bureau of the Commerce 
Department, were: North Central 
States, $1194; Northeast, $1242, and 
the South, $1001. 

Total retail sales in the U. S. in 
1958 were approximately $200.4 bil- 
lion, little changed from the 1957 
total. 


Open Look Is Endorsed 
(CONTINUED FROM PAGE 71) 


Tailored concepts were viewed as 
likely to gain increasing appeal. 
Committee members said there is a 
need to introduce decidedly dressy 
versions on heels above 12/8. Oval 
and square top last shapes, they 
said, will make fashion inroads on 
above-8/8 heights. 

Color families slated for growth 
in this low-heel fashion shoe cate- 
gory are bone, yellow beiges to 
tans, white and whitened pastels. 

The committee’s discussion on 
casual wedges confirmed the cry for 
open shoes, according to Phillip 
Miller of International Shoe Com- 
pany, St. Louis, chairman of that 
category. More of these will be sold 
in spring-summer 1960, he said. 

Presiding chairman was Irving 
Grossmann, I. Miller, Los Angeles. 
Commenting on the general picture, 
he said the industry is heeding the 
consumer’s wishes. 
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SPORT KING 
BOWLING 
SHOES 


A top value at popular 

prices. Littleway stitched 

Men's: Black or Smoke 

Sizes 6-12, $4.20 
Women's: 

Red or Smoke 

Sizes 4-9, $3.85 


Boys’: Smoke 
Sizes 13-5, $3.45 


Girls': Smoke 
Sizes 13-3, $3.25 
Athletic Footwear Division 
BERNED SHOE CO., 207 ESSEX ST., BOSTON II, [iASS. 
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Industry Growth Seen Linked 
Too Closely to Population 


CHICAGO—Growth of the shoe 
industry has been linked too closely 
to population increases and not 
enough to sales-boosting techniques 
of creative selling. 

So says Charles H. Butler, vice- 
president of United States Shoe 
Corporation, Cincinnati, O., in a 
report to the National Shoe Fair 
Committee. Shoe Fair officials are 
looking hopefully to 1960 as the 
“Gateway to a New Shoe Era” and a 
time to correct the industry’s short- 
comings. 

According to Mr. Butler, shoe 
output in the past decade has risen 
about 100 million pairs, or 20 per 
cent. This is just about equal to the 
nation’s net population gain in the 
same period. 

“We can make the industry grow 
at a faster rate by using more dy- 
namic methods to sell our products,” 
Mr. Butler contends. He says the 
National Shoe Fair, to be held Octo- 
ber 25-29 in Chicago, will stress the 
application of the creative selling 
and promotion ideas behind the 
spring lines. 


ee? 


Argyries Heads PPSSA Slipper Committee 


Harry Argyries (seated, third from left) of Edison Brothers Stores, Inc., is chair- 
man of new Popular Price Shoe Show style committee for slippers. With him at ini- 
tial meeting in New York are other members and PPSSA officials. Standing, left to 
right: Edward Atkins, co-manager, PPSSA; Arthur Hirshberg, Capitol Footwear Cor- 
poration; Darrel Hurd, J. C. Penney Company; R. C. Begell, Endicott Johnson Cor- 
poration; Maurice Rabin, Novelty Slipper Company, Inc.; Maxwell Field, co-manager, 
PPSSA. Seated, from left: Helen Joseph, PPSSA shoe fashion director; Richard 
Maling, Maling Brothers, Inc.; Mr. Argyries; Arthur Pfeiffer, Pfeiffer's, Inc. 





Crown Chain Lists Officers 
CHICAGO — Newly elected offi- 
cers and directors have been named 
by Crown Self-Service Stores, Inc., 
self-service shoe chain with 17 
stores in the greater Chicago and 


Milwaukee areas. 

Benjamin Weinberg, chairman of 
the board of directors, said the 
officers are: Robert L. Wolf, presi- 
dent; Gerald B. Goldman, vice-pres- 
ident; Allen E. Wolf, treasurer, and 
Bennett H. Shulman, secretary. 





Scott’s SHOE BRUSHES 


WITH PATENTED RUBBER BRISTLES 


SELL THEMSELVES! 


PLASTIC HANDLED BRUSH 
IN ASSORTED COLORS 


Suede, 
clean easily with this brush. 
every trace of dust, dirt and 

out harm to the shoe. Special bristles 
raise the nap . . . keep shoes looking new. 


Sell easily at 6%. 
LADIES' 


STOCK NO. 307 
$4.50 Dozen 
$51.30 Gross 


rough leather and fabric shoes 
Removes 
rime with- 


PURSE SIZE BRUSHES 


STOCK NO. 313 
$2.60 Dozen 
$29.65 Gross 


Sell with each pair 
of shoes. Packed 
3-dz. to a display 
carton. Retails at 
35¢. 


FOOT APPLIANCE CO. 


1701 WEBSTER ST.-OMAHA, NEBR, Write for Complete Cataleg 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


CANCELLATION 


Our prices 

on fine shoes, 
bought direct 

from the best 

known makers 


shoe stores, 
drive-ins 
and 
shoe 
promotion 
buyers 


are in line with 
our nationwide 
reputation 
for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You 
Set Up a Profitable Operation 


: Quality Shoes Since '32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
1215 Washington Ave. 
Sample Rooms: Los Angeles + 


Saint Louis 3, Mo. 
New York 





Inglewood, Calif., Store Sold 
to Richard Stuart of Vogue 


INGLEWOOD, CALIF.—Richard 
Stuart, who has been associated 
with the Vogue Shoe Company since 
coming to Los Angeles in 1946, has 
bought the Coast Shoe Store in In- 
glewood. The store, in operation 
here 16 years, is a family footwear 
operation. 

Mr. Stuart has served as super- 
intendent of production for Vogue. 

As manager of the store, he has 
appointed Herman M. Belasco, an 
employee of the former owner. Mr. 
Belasco has been associated with 
the shoe business in this area for a 
number of years. 

The store will feature such 
brands as Buster Brown, Pro-tek- 
tiv, Porto-Peds, Freeman, U. S. 
Keds and Desco Revelations. 


Seattle Retail Pay Boosted 


SEATTLE—Wage increases of 20 
cents an hour are to be granted in a 
new two-year contract ratified by 
employees of Seattle shoe stores who 
belong to Local 1404 of the Retail 
Clerks’ Union. The contract pro- 


vides a 10-cent boost on all job classi- 
fications now and a similar increase 
next year. 

There was no change in commis- 
sions on shoe sales. Approximately 
385 shoe store employees are affected 
by the new contract. 


Atlanta Department Drops 
Partial Self-Service Policy 

ATLANTA—A big shopping cen- 
ter shoe department has abandoned 
self-service methods in favor of a 
strict policy of fitting. 

When the W. H. Belk store opened 
last year in the Broadview Shop- 
ping Center here, racks were placed 
in front of the shoe department and 
self-service was featured. More than 
17,000 pairs went on display in the 
racks. The store offered both self- 
service and fitting, however, with 
the higher-priced shoes fitted. 

After a year, officials decided a 
single method of operation was pref- 
erable. 

Pat Monsen, formerly of Charlotte, 
N. C., and Evansville, Ind., has been 
transferred by Delmar—the depart- 
ment’s operator—to Atlanta to take 
over the Belk department. 


e Retail Openings 


12 Stores Sell Shoes in Big 
Regional Center at Atlanta 


ATLANTA—With a crowd esti- 
mated at 50,000 attending the first 
day’s business, Atlanta’s huge Lenox 
Square Shopping Center has opened 
with 12 shoe outlets, including 
branches of downtown department 
stores. 

Six stores selling only shoes are in 
the new center at Buckhead, in the 
heart of the city’s most heavily pop- 
ulated area. They are Schiff’s, Bak- 
er’s, Holiday-Flagg Brothers, Beck, 
Thompson Boland and Lee, and 
Chandler’s. 

The Holiday store is divided, with 
a Flagg Brothers unit taking one 
side, with a separate entrance. 


In addition, six department stores 
have shoe departments: Hirsch’s, 
Parks Chambers, John Jarrell, 
Rich’s, Davison’s and Zachary. 

The center occupies 800,000 square 
feet and is less than eight miles 
from downtown Atlanta. It is hailed 
as the South’s largest shopping cen- 
ter and the “largest coordinated, pre- 
planned unit of stores and services 
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The shoes for action, for quick turnover, 
for a handsome profit. No markdowns 


ever. Investigate now! 


HARMONY LAST 
4062—The SADIE Tie 
14/8 Suede Covered Heel 


Black suede vamp, quarter, 
tongue and tip 


Cut out and nail head trim 


Six-eyelet tie 


Long inside counter 


SIZES IN STOCK 


AAAA7 to 10 
AAA 6//2 to 10 


Tretdem 





$012 
TAN LUXOR CALF 
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when you need a iot more 





than an ordinary shoe... 


Munrnebeck 


FOOT-so-PORT 
SHOES 


FOR 20 YEARS... America’s 


number one repeat sale shoe. 


Comfort never goes out 
of style. Steady sales 
and profit with Ameri- 
ca’s one complete line 
of men’s, women’s, and 
children’s comfort 
shoes. From one sup- 
plier, one quality, and 
one construction. 


““The only shoe of its kind 
in America” 


. the story of the “Shoe they said, couldn’t be made” 


FOOT-SO-PORT SHOE CO. Oconomowoc, wis. 





so wot 


NATIONAL SHOE FAIR 
Room 804 Palmer House 
or write for representative to call 
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south of the New York City area.” 
It was built in a year and 29 days. 
. e e 


Discount Unit Heralds Debut 
In Ad Addressed to Retailers 


WASHINGTON, D. C.—Shoe 
Giant, Inc., first unit of a proposed 
self-service, discount chain in the 
Washington area, announced its 
opening in a newspaper ad head- 
lined “To Every Shoe Retailer in 
the Washington Metropolitan Area.” 

In part, the three-column ad in 
the Washington Star read: “We 
want you to know about our mer- 
chandising policy in advance of our 
opening. The new Shoe Giant is a 
discount shoe store for men, women 
and children. We are opening with 
and will maintain a stock of ap- 
proximately 30,000 pairs of shoes. 
Among this number will be many 
famous name brands heretofore re- 
stricted to certain stores. Savings 
will run as high as 50 per cent off 
regular prices.” 

The advertisement, over the sig- 
nature of the company’s president, 
Gerry Eck, said the Shoe Giant is 
“tuned to the times” with a policy 


of “large volume, small profits.” 

The store, in suburban Langley 
Park, Md., has over 10,000 square 
feet of selling space. According to 
President Eck, the market is a 
working model for the proposed 
chain. 

For its opening, Shoe Giant ad- 
vertised women’s shoes from $1 to 
$6.44 a pair; men’s and boys’ from 
$5 to $15.95, and children’s foot- 
wear from $1.99 to $4.97. Nylon 
hose was offered at three pairs for 
89 cents. 


15th Coward Unit Debuts 


WELLESLEY, MASS. — Color is 
used to distinguish the three de- 
partments of a new family store 
opened here by the Coward Shoe 
chain. 

The 15th unit in the group, the 
Wellesley store contains approxi- 
mately 2000 square feet. 

Seven-light chandeliers through- 
out the store have lamp shades 
tinted to pick up the color of their 
respective departments. 

Henry Guindon has been named 
general manager of the store. 


e Trade Literature 


Herbst Advertising Handbook 


EFFECTIVE sales programs 
through carefully planned advertis- 
ing are the theme of the fall 1959 
advertising handbook of Herbst 
Shoe Manufacturing Company, Mil- 
waukee. 

The handbook contains illustra- 
tions, examples and instructions for 
all advertising media, including 
newspaper mats, radio - television 
scripts, telephone directory advertis- 
ing, and direct mail programs. Point- 
of-purchase, professional and special- 
ty advertising are also included. 

The handbook outlines the Herbst 
plan for cooperative advertising. 


Fall Hosiery Catalog 


COORDINATED colors are em- 
phasized in a 28-page fall and win- 
ter catalog published by Trimfit 
Hosiery, New York. The color-il- 
lustrated booklet pictures the com- 
pany’s line of socks, tights and 
slipper socks. Also shown are avail- 
able display fixtures and advertis- 
ing materials. 
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Don't Take Chances with Your Customers’ Comfort! 
There is only one scientifically dastgned and Tested Arch-Top Cookie 
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Arch-Top cookie Combination by MODERN 


Cy ally Ieninati 








Only Modern's C-5 positions accurately, 
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e What's New 
Cabinet for Electric Polisher 


Hand-finished beechwood storage cabinet 
with footrest is now available with Roto- 
Shine electric shoe polisher made by 
Ronson Corporation, Woodbridge, N. J. 
Cabinet features molded plastic compart- 
ments for the polisher, two interchange- 
able brushes, buffer, tubes of polish, and 
buffer cloths. Holes in lid accommodate 
shafts of brushes or buffer while Roto- 
Shine is in use. Suggested retail: cabinet 
and polisher, $23.50; cabinet only, $4.50. 





‘Cork’ in a Spray Finish 

NEW YORK—A spray finish is 
being used by Columbia Button & 
Nailhead Corporation, here, to give 
the appearance of cork to the but- 
tons, buckles and other ornaments it 
manufactures. 


The finish is a durable enamel and 
its costs are comparable to those of 
enamel, a spokesman said. The cork 
coating may be used in conjunction 
with cork platforms and cork-covered 
heels or alone, the spokesman pointed 
out. 





‘Continental Mood’ 


An unusual treatment of the Ripple Sole 

is this casual in the "Continental Mood" 

by A. Freedman & Sons, Inc., of New Bed- 

ford, Mass. !t is being featured by Regal 
Shoe Stores. 
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Hunting Boot with Zippered 
Closure Made by Chippewa 


CHIPPEWA FALLS, WIS.—A 
sportsmen’s boot with zippered front 
closure, whose design was developed 
for fast-dressing Air Force flight 
crews, is being marketed to hunters 
and outdoorsmen by Chippewa Shoe 
Company here. 

Called the Chippewa Supersonic, 
the boot can be zipped on and off in 
seconds, the manufacturer says. The 
closure is expected to find favor 
with hunters whose bulky clothing 
often complicates the donning and 
removal of boots. 

The design involves a new method 
of cutting the quarters, permitting 
a smooth-fitting front zipper panel 
which laces up each side to the 
quarters. 

The boot is 
styles, one with 


available in two 
Feutron insulation. 


Chippewa's Supersonic boot is outgrowth 
of Air Force design. 


Lockstitch Sewing Machine 


ST. LOUIS—A new rotary take- 
up lockstitch sewing machine, the 
Willcox and Gibbs Rotalock-1000, 
was demonstrated to representatives 
of the shoe trade here. 

The Rotalock-1000 features a new 
lubricating principle, with sealed- 
for-life bearings eliminating oil 
spots and reducing cleaning costs, 
according to Willcox and Gibbs 
spokesmen. The machine incorpo- 
rates an exclusive floating bobbin 
case design, with no raceway to oil, 
no black stitch problem. New nylon 
tension wheel is reported to give a 
more resilient stitch, greater stitch 
control and sewing perfection with 
all threads. 


Custom-Fit Figure Skate 


Soft sueded leather-lined men's figure 
skate with Sheffield steel "silver brazed" 
pro blade is featured in fall line of 
Gotham Shoe Manufacturing Company, 
Inc., Binghamton, N. Y. The skate has 
black elk uppers, foam sponge sock lin- 
ings, rubber lined tongue, water-repellent 
soles. Extra hi-cut, this model comes in 
sizes 5 to 13. 





Open-Mesh Tape Zipper 
Developed for Stormwear 


WATERBURY, CONN.—An open- 
mesh tape zipper which can be heat- 
sealed into plastic stormwear has 
been developed here by the Scovill 
Manufacturing Company. 

Scovill, makers of Gripper zippers, 
reported that because the tape of the 
new zipper is open mesh, the plastic 
adhesive used in heat sealing per- 
meates the tape, creating a bond that 
lasts the lifetime of the footwear. 

Because of the low retail prices of 
plastic stormwear the expense of in- 
stalling a zipper has formerly been 
uneconomical, the firm said. Loops, 
ties and snap fasteners have been 
used. 


Scovill’s open-mesh tape zipper 
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e Financial 


Edison Bros.’ Sales, Profits 
Set Records for First Half 


ST. LOUIS — Edison Brothers 
Stores, Inc., net earnings for the 
first six months of 1959 reached a 
record total of $2,088,661, exceed- 
ing by 80 per cent the earnings 
from operations for the first half 
of 1958. 


The 1959 earnings are equivalent 
to $2.26 per share of common stock. 
For the first half of last year, net 
earnings equalled $1.57 per share, 
of which 36 cents per share repre- 
sented net capital gains. 

Sales for the six months ended 
June 30 rose to a new high of $58,- 
824,880, an increase of 16.34 per 
cent over the same six months of 
last year. 


Edison had 341 stores in. opera- 
tion as of June 30, compared with 
330 on June 30, 1958. Harry Edison, 
board chairman, and Irving Edison, 
president, said 15 new stores are to 
be opened during the second half 
of 1959. At least 25 are planned for 
1960 openings. 


Compo Earnings Rise 42% 


WALTHAM, MASS. — Compo 
Shoe Machinery Corporation re- 
ports net income of $210,028, equiv- 
alent to 55 cents per share, for the 
first six months of this year. This 
is an increase of approximately 42 
per cent over the same period of 
last year. 

Total sales and leased equipment 
revenue for the period ended June 
380 was $3,567,016. In the same pe- 
riod last year, total income was $2,- 
880,805, according to John F. Smith, 
president of the corporation. 


Georgia Shoe Sales, Profits 
Reach Highest Levels Ever 


FLOWERY BRANCH, GA.—The 
highest sales and profits in the 14- 
year history of the Georgia Shoe 
Manufacturing Company were re- 
ported by Sam L. Perling, chairman 
of the board. 

At the halfway mark of 1959, 
sales of boots, men’s shoes and the 
various other lines made by Georgia 
Shoe showed a 48.5 per cent in- 
crease. At this rate, annual sales in 
1959 should reach $16 million. 


Higher Leather Prices Push 
Allied Kid Volume to a Peak 


BOSTON — Swollen by rising 
leather prices and increased shoe 
production, sales volume of Allied 
Kid Company—both in footage and 
dollars—rose to the highest point in 
the company’s history in the fiscal 
year ended June 30. 

Net sales reached $31,051,073 
compared with $26,199,260 in the 
previous fiscal year. Meanwhile, net 
earnings climbed to $881,074 as 
against $832,147. 


Goodyear Sales, Earnings 
At Peaks for Half, Quarter 


AKRON, O.— All-time highs in 
both sales and earnings were regis- 
tered by The Goodyear Tire & Rub- 
ber Company for both the second 
quarter and the first half of 1959. 

Consolidated net sales for the 
half-year jumped 25 per cent to 
$812,750,506. Net income for the 
period increased 49 per cent to $40,- 
646,386, or $3.75 per common share. 

For the second quarter alone, 
sales were up 30 per cent and net in- 
come was up 44 per cent. 
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Are you taking advantage of the greatly 
increased interest in RIDING? 
SEND FOR THE COLT CATALOGUE 
DESCRIBING THE OLDEST AND 
LARGEST LINE IN THE RIDING 
FOOT-WEAR FIELD. 





COLT- CROMWELL 


COWPANVS. Lae 


NOW FOR 
IMMEDIATE 
DELIVERY 


610 Atlantic Avenue, Boston 10, Massachusett« 





SWE Panel Probes 
Value of Trip Abroad 


NEW YORK—Five industry pan- 
elists speaking before a large in- 
dustry luncheon gathering agreed 
that foreign travel can be both in- 
spirational and educational for shoe 
people. The occasion was the 
Leather Show luncheon given by 
Shoe Women Executives. 

Panelists were Helen Taylor, color 
consultant; Barbara Trent, Town & 
Country Shoes; Eleanor Stewart, 
Lord & Taylor; Al Joseph, Joseph 
Salon Shoes, and Ralph Stollmack, 
Carlisle Shoe Company. Their mod- 
erator was Maggie DeMille, fashion 
merchandise manager, Associated 
Dry Goods Corporation. 

The actual money-making value of 
foreign travel is not the important 
thing so much as the inspiration 
of seeing the way people live 


and dress, Mr. Stollmack asserted. 

The panel group was not in com- 
plete accord as to how much fresh 
inspiration can be found today in 
One member, Eleanor Stew- 


Italy. 


art, thought that in casuals, her 
field, there were fresh ideas. Bar- 
bara Trent disagreed, but Mr. Jo- 
seph said that “we are still tapping” 
this market. 

The increasing use of color by 
European women was referred to 
Kay Hays of Vogue magazine, who 
was in the audience. She has found 
that French women are using more 
bright and subtle colors, a change 
from their former emphasis on 
black and dark or neutral colors. 

Mrs. Taylor, reporting on a recent 
visit to Japan, said that she saw 
only beauty there and found the Jap- 
anese interested only in upgrading. 

The Japanese have beautiful col- 
ors—silvers, golds, lacquer colors— 
and they have a perfect knowledge 
of combining them, Mrs. Taylor re- 
ported. 

A discussion on lasts brought out 
the opinion from both Mr. Stoll- 
mack and Mr. Joseph that there 
should be a variety of toe character 
and heel heights for different types 
of shoes, suited to different kinds 
of clothes and different occasion 
uses. 





Chrilaa Aegoers 


non Mrs. Day’s 


THIS MONTH 


Guild of Better Shoe Manufacturers, 
Holiday and Resort Showings, mem- 
bers’ showrooms, New York 

September 8-1 

Michigan Shoe Travelers’ Club, Michi- 
gan Shoe Fair, Statler-Hilton Hotel, 
Detroit September 13-15 

Miami Beach Shoe Show, Deauville 
Hotel, Miami Beach, Fla..September 26-30 

New England Shoe and Leather Asso- 
ciation, Advance Spring Market 
Week, Hotels Statler Hilton and 
Sheraton-Plaza, Boston 

September 27-October | 


OCTOBER 


Shoe Manufacturers’ Association of 
Canada, Annual Canadian Shoe and 
Leather Fair, Sheraton-Mount Royal 
Hotel, Montreal ............October 4-8 

Tanners’ Council of America, Annual 
Business Meeting, Edgewater Beach 
Hotel, Chicago October 21-23 

National Shoe Travelers’ Association 
Inc., Annual Convention, Hotel Hamil- 
ton, Chicago October 22-23 

National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Morrison, Conrad Hil- 
ton and Congress Hotels, Chicago 

October 25-29 

Northwest Shoe Travelers, Inc., Spring 
Shoe Fair, St. Paul Hotel, St. Paul, 
Minn. ..........October 31-November 3 

Pacific Northwest Shoe Travelers, Inc., 
Spring Shoe Fair, New Washington, 
and Stewart Hotels, Seattle, Wash. 

October 31-November 3 


NOVEMBER 


Michigan Annual Shoe Fair, Michigan 
Shoe Travelers’ Club and Michigan 
Shoe Retailers’ Association, Statler 
Hilton and Detroit Leland Hotels, 
Detroit November |-3 

lowa Shoe Travelers’ Association, Spring 
Shoe Show, Fort Des Moines Hotel, 

Des Moines November 7-9 

Ohio Shoe Travelers Club, Spring Shoe 
Show, Deshler-Hilton Hotel, Columbus 

November 8-10 

Indiana Shoe Travelers’ Association, 

Inc., Spring Shoe Show, Claypool! Ho- 
tel, Indianapolis .........November 8-10 
M.A.S.T.A. Shoe Shows, Spring Showing, 


Benjamin Franklin Hotel, Philadelphia 
November 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria and 
Biltmore Hotels, Los Angeles 


November 8- 
Boston Shoe Travelers' Association, 
Spring Shoe Show, Parker House, 
Boston November 8- 
Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Henry Grady, Peachtree 
on Peachtree, Dinkler Plaza and Pied- 
mont Hotels, Atlanta November 8- 
Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
November |5- 
Southwestern Shoe Travelers Association, 
Inc., Spring Shoe Fair, Adolphus, 
Baker, Statler-Hilton and Southland 
Hotels, Dallas ..........November 1I5- 
Pennsylvania Shoe Travelers Association, 
Inc., Spring Shoe Show, Hotels Carl- 
ton House and Penn-Sheraton, Pitts- 


November 15-18 
a aa 
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Style No. 1212 
Ideal House Slipper Red 
or Blue Suede Finish with 


ip Sole Sizes 8-8 


The line that makes 
DOLLARS ano SENSE 


for Holiday Selling! 


Everyone's talking about Mrs. Day’s New Slippers .. . 
and ordering NOW for early Christmas promotions. 
Why Don’t You? It makes good sense to sell Mrs. Day's 
because they are original designs made of finest quality 
materials over famous Ideal lasts to fit perfectly. Slippers 
are the Ideal gift for baby and Mrs. Day's are the brand 
more mothers want and TRUST. 


Mas. Days deal BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


71 WEST SSTH ST. 924-A MERCHANDISE MART 6-104 MERCHANDISE MART 
NEW YORK 1, N.Y. CHICAGO 54, ILLINOIS: DALLAS, TEXAS 


Style No. 9766 

Ideal House Siepst. 
Ideal Corduroy Side 
House Slipper Red, Pink, 


Light Blue and re 

Flexible White Crepe 

Sole. Print Lining 
12 














e Obituaries 


ELI FELDMAN, 52, president of 
Tobin-Hamilton Company, Inc., St. 
Louis, manufacturers of juvenile 
shoes, died August 8 following a 
long illness. Mr. Feldman had 
headed Tobin-Hamilton since Janu- 
ary 1953. His shoe career included 
a background of both wholesale 
and retail associations. Surviving 
are his widow, Blanche; a son, Mar- 
tin, and a brother, Hy. 


WALTER L. JOHNSON, 82, son 
of the late George F. Johnson, co- 
founder of Endicott Johnson Cor- 
poration, died August 7 at Endi- 
cott, N. Y., from a liver ailment. He 
had been seriously ill about five 
years. Mr. Johnson was president 
of the Walter L. Johnson Company 
of Endicott, manufacturers of 
welts for shoes, until Endicott 
Johnson Corporation took it over as 
a subsidiary in 1954. 

Surviving are his widow, Helen; 
two daughters, Mrs. C. Earl Was- 
son and Mrs. Lyle Gibson; a son 
and two grandchildren. 


JOHN RUNYON BURNS, 77, re- 
tired superintendent of the Endicott 
Johnson Corporation’s fine welt fac- 
tory, died August 5 at Johnson City, 
N. Y. He was with the company for 
49 years before retiring in 1948. He 
was a brother-in-law of Charles F. 
Johnson, Jr., EJ board chairman, 
whose death occurred four days af- 
ter Mr. Burns’. Mr. Burns is sur- 
vived by his stepmother and a sister. 


AARON GOLDENBERG, 83, 
founder of a chain of Baltimore de- 
partment and shoe stores bearing his 
name, died at his Baltimore home re- 
cently. He opened the first outlet of 
Goldenberg’s Stores Corporation in 
1913 and in recent years developed 
self-service shoe selling. Surviving 
are his widow, a son and two daugh- 
ters. 


ARTHUR E. HAFENBRACK, 66, 
owner and operator of shoe stores 
in Milwaukee for most of his life, 
died August 10 after a two-year 
illness. Surviving are his widow, 
Antoinette; two stepchildren, two 
brothers and seven grandchildren. 


HUGH J. FLEMING, 50, produc- 
tion manager of the side upper 
leather department of the A. C. 
Lawrence Leather Company, died 
suddenly July 26 in Salem, Mass. 
He joined the company as a clerk in 
1929 and later became manager of 
the general standards department. 
Surviving are his widow, Mrs. Mary 
Fay Fleming; a daughter, Susan, 
and a son, Hugh J., Jr. 


RICHARD E. GARNETT, a sales 
representative in the Southern 
states for Curtis-Stephens-Embry 
Company of Reading, Pa., chil- 
dren’s shoe manufacturers, died 
August 5. He had covered eastern 
Tennessee, the Carolinas, Georgia, 
Florida and Alabama. Mr. Gar- 
nett’s home was in Athens, Ga. 


HARRY LASKY, a divisional 
merchandise manager at Shillito’s, 
Cincinnati, O., where he was in 
charge of all upstairs shoe merchan- 
dising, died recently. He had been 
with the firm 23 years. Surviving 
are his widow, Emily; a brother and 
two sisters. 
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PROTECTED GERMICIDAL SHOE LINING? 


It is the only lining ever approved by The National Foot 


Health Council. 


It is used by leading makers of shoes for men, women and children. 
It is bought by more and more consumers. 


because PICIMITE 


OFFERS ALL THESE ADVANTAGES: 


@ Stops athletes foot reinfection 


@ Preserves leather from stiffening and cracking 
@ Keeps shoes from getting out of shape 
@ Prevents bacterial decay, mildew and odor from perspiration 


Other famous Pacific Mills shoe linings: 


PACITWIN — two-in-one, flannel and drill wrinkle-free lining 
PACIDURA — non-fray, shrink resistant, cotton lining 
PACITEEN — especially for slippers, dyed suede finish lining 


PACIFIC MILLS DOMESTICS CORP., an affiliate of WAMSUTTA MILLS, Dept. p33, 1430 Broadway, New York 18, N. Y. 
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Merchandising Clinic Hears: 


How Can Producer Help Retailer? 


NEW YORK—What does a shoe 
retailer expect from a manufacturer 
whose brand he carries? 

He has a “right to look for and 
expect a good many things,” claimed 
Richard D. Hofheimer, vice-presi- 
dent of Hofheimer’s, Inc., large Vir- 
ginia shoe retail firm. Mr. Hof- 
heimer was a panel member at the 
National Shoe Manufacturers Asso- 
ciation’s sixth annual Merchandis- 


Panel participants at NSMA clinic are { 


turer has the right to expect certain 
things of his accounts. He may ex- 
pect the merchant to be loyal to the 
brand and to buy the strongest 
styles and colors in the line, in an 
adequate range of sizes. The manu- 
facturer also has a right to have his 
prices upheld, his shoes properly 
displayed and advertised, and his 
bills paid promptly. 

The Virginia merchant was a par- 


from left): Richard Hofheimer, vice-presi- 


dent of Hofheimer's, Inc.; Iver M. Olson, NSMA director of marketing and statis- 

tics, at microphone; Herbert H. Schiff, vice-president of Shoe Corporation of 

America; C. Charles Marran, president of Spencer Shoe Corporation, and Abe 
Weinman, vice-president of Five Star Shoe Company, panel moderator. 


ing Clinic early last month at the 
Statler Hilton Hotel. 

What the manufacturer can do to 
strengthen the individual retailer, 
was a recurrent theme of the clinic. 

The retailer, Mr. Hofheimer said, 
“must find a fair or better quality 
for the price, which must include a 
markup sufficiently high to cover 
his cost, his markdown, and still af- 
ford him a reasonable profit.” 

The merchant is entitled, too, to 
a well styled line, with a range of 
sizes adequate to meet all demands, 
and an instock service with quick 
cooperation on reorders. In addi- 
tion, Mr. Hofheimer said, national 
brand manufacturers should protect 
their retailers against inroads from 
discount, cancellation and job lot 
stores. And they must give basic 
territorial protection. 


Stick to One Field 
National brands should stick to a 
particular field and play it inten- 
sively, Mr. Hofheimer declared. 
On the other hand, Mr. Hof- 
heimer pointed out, the manufac- 
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ticipant in a panel discussion en- 
titled “This Is Your Life, Mr. Shoe 
Manufacturer,” on the clinic’s first 
day. 

On the second and closing day, the 
theme of manufacturer help for re- 
tailers were reiterated by Milton 
Woll, a merchandising and retailing 
consultant for Booz, Allen & Hamil- 
ton, New York. He spelled out steps 
for developing a service program for 
retailers leading to greater profits 
for the producer. 

“If you can help the retailer to be 
a better businessman, you will be 
bound to become a more important 
resource to a more important re- 
tailer,” Mr. Woll exhorted. 

In his talk he limited his scope 





Supply Show Dates 


New dates have been set for two 
major industry shows, and a new site 
for one of them: 

® Leather Show: December 17-18 at 
the Statler-Hilton Hotel, New York, a 
new location. 

® Allied Shoe Products Show: De- 
cember 15-18 at the New York Trade 
Show Building. 











to retailers with 10 or fewer units. 
The smaller firm, he said, has the 
advantages of community identifica- 
tion, individualized service, rounded 
inventory and good fitting service. 


Many Disadvantages 


Coupled with these factors are a 
number of disadvantages: inability 
to obtain the purchasing advantages 
of the big chains; inability to spread 
costs and risks over a broad base; 
lack of capital and financial back- 
ing; inability to afford experts’ ser- 
vices or to cover the whole market; 
and difficulty in recruiting good ex- 
ecutives. 

Mr. Woll told the manufacturers, 
“You can guide your dealers into co- 
operative organizations from which 
greater consolidation of orders may 
be secured and you can provide to 
this same organization a central 
point for purchase of supplies and 
equipment.” 

He said manufacturers might also 
help in other ways: by aiding in 
choosing store locations, offering co- 
ordinated advertising programs, pro- 
viding good special order service, 
guaranteeing financial] stability for 
store leasing purposes, supplying 
staff experts who can advise on dis- 
play, accounting methods and the 
like, providing market and fashion 
data and assisting in retail training 
programs. 

In offering a list of guideposts 
for manufacturers taking his advice, 
Mr. Woll said a retail aid program 
should cost not less than 0.2 per cent 
and not more than 0.5 per cent of 
sales, exclusive of advertising costs 
and warehousing. The dealer may 
bear part of the cost—and willingly. 

Another clinic speaker, Herbert H. 
Schiff, discussed the benefits manu- 
facturers can derive from _ shoe 
chains. Mr. Schiff, a member of the 
“This Is Your Life” panel, is vice- 
president of Shoe Corporation of 
America, Columbus, O. 

Discussing evolution of the chain 
and the policies of his company, Mr. 
Schiff said, “We want our sources 
of supply, whether our own or our 
outside sources, to feel that they 
are not selling to us, but selling to 
our customers through us.” 

The chain can help the manufac- 
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turer, he said, by aiding him in 
product development and by assist- 
ing him in leveling off his produc- 
tion peaks and valleys. In the latter 
case, the chain customer can enable 
the producer to keep a year-round 
production force and to plan his own 
purchases ahead. 

“A chain store does a certain 
amount of its basic business at dif- 
ferent volume levels at different 
times of the year. Hence it must 
plan to have the merchandise on 
hand for redistribution among its 
retail outlets on a schedule laid out 
in advance. . . . When a manufac- 
turer is in need of cutting, a chain 
store organization will plan ahead 
to give him advanced orders to carry 
him over his slow period.” 

Other panelists included C. Charles 
Marran, president of Spencer Shoe 
Corporation, Boston, and Iver M. 
Olson, NSMA director of marketing 
and statistics. 

Mr. Marran defined the role of the 
discount house. 

“Really,” he said, “whenever we 
give more than we have to to a 
consumer or more than is given by 
competition, it is a form of discount. 
A return privilege, extension of 
credit, extra-fancy packaging and 
the like are really other forms of 
discounts. We prefer to give our 
discount in the form of a price.” He 
added, however, that the price dis- 
count appeal is often to a special 
segment of the market. Thus it 
doesn’t compete with other full-price 
outlets nearby. 


Population Growth Cited 


Mr, Olson, in a discussion of new 
marketing trends, said the makeup 
volume market has been gradually 
increasing in importance while the 
branded individual shoe store mar- 
ket (10 units or less) has relatively 
decreased. 

U. S. population will have in- 
creased 23 per cent by 1970, Mr. Ol- 
son also pointed out, with increases 
of 55 per cent in the 15-19 age group 
and 60 per cent in the 20-24 group. 

Abe Weinman, chairman of 
NSMA’s Marketing Committee, 
served as panel moderator. 

A high spot of the clinic in mem- 
ber interest was the appearance of 
a panel of homemakers from Mc- 
Call’s Congress on Better Living. 

Benjamin and Edward Seligman, 
counsel for NSMA, discussed legal 
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developments affecting shoe mer- 
chandising. Later, James A. New- 
man and Bill Monroe, both of the 
Booz, Allen & Hamilton manage- 
ment consultant firm, probed the 
meaning of the marketing concept 
and means of developing the correct 
organization. 

David Blumenfeld, president of an 
advertising agency bearing his 
name, stressed the importance of 
“the big idea” in shoe manufactur- 
ers’ advertising. 

Workshop sessions were also fea- 
tured at the clinic. 


High Court Upholds Murray 


HARTFORD, CONN.—The State 
Supreme Court of Errors has upheld 
the contention of the Murray Space 
Shoe Corporation of Bridgeport, 
Conn., that its use of plaster casts 
in making custom shoes does not 
constitute the practice of chiropody. 
The court upheld a decision ren- 
dered by the New Haven Superior 
Court about a year ago. 

The company had been made de- 
fendant in an injunction suit 
brought by the Connecticut Chirop- 
ody Society. 





HUGH 


quarters, twill vamp lining, steel arch, 
sole, rubber heel, on our 
IN-STOCK to retail profitably at $10.95-$11.95. 





Shaw has always offered quality men’s shoes, 
priced in the volume range where retailers and 
consumers alike look for a sensible price and 
REAL VALUE! Retailers know they can depend 

on Shaw for these things, plus delivery of 


shoes when they want and need them! 


Our unique Trade Builder way of 
supplying you with OVERNIGHT serv- 
ice from the over 60 Shaw dis- 
tributors in every section of the 
country, gives you low invento- 
ries and high profits and 
SHOES WHEN YOU WANT 
THEM! Regular NATIONAL 
ADVERTISING in leading 
men’s magazines pre-sells 
your customers for you — 
makes your selling job 

that much easier. 


Perhaps you too would 
like to join the constantly 
growing list of Shaw re- 
tailers, whe are enjoying 
steady sales at good 
mark-up, and building 
their business on Shaw 
quality and service! 


NEW, STRIKINGLY DIFFERENT black California welt seam 
through the center of vamp and on quarters, dark brown 
Beaver leather, three-eyelet raglin Blucher, French cord- 
ing on tongue, leather quarter lining, right and left 
luclear out- 
No. 15 Combination last. 
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Process Tested to Bond Vinyl Upper, Sole 


BELLEVILLE, N. J.—The ready- 
ing of a dielectric shoe manufactur- 
ing process which will bond vinyl 
fabric uppers directly to soles has 
been announced by Federal Indus- 
tries, manufacturers of Federan, the 
vinyl fabric shoe material. 

The dielectric process—also tested 
experimentally by Federal—is being 
set up by a shoe manufacturer and 


product identification label for those 
firms using Federan 666L. The label 
will show both the U. S. Testing 
Company’s Certification and the Pa- 
rents’ Magazine commendation 
awarded Federan. 

Federan 666L combines the look 
of leather with the outstanding fea- 
tures of vinyl. It is scuff and 
scratch-resistant and is generally not 


Dielectric techniques for bonding vinyl fabrics are tested at Federal Industries, 

Inc., in preparation for mass production by a cooperating shoe manufacturer. Fed- 

eral, makers of Federan, vinyl fabric shoe material, report the dielectric process 
is labor-saving and turns out a uniform product with no stitching necessary. 


production is scheduled to begin in 
the near future. 

Now in use by auto manufactur- 
ers, the dielectric process of molding 
and bonding vinyl fabrics permits 
speedy mass production. 

The dielectric process is labor- 
saving; it turns out a uniform prod- 
uct with no stitching required, a 
Federal spokesman said. He added 
that the process also permits greater 
variation in surface interest as dif- 
ferent designs are applied in the 
dielectric plates. 

Federal also announced that pro- 
duction is continuing proportionately 
on Federan 666L; because of a back- 
log of orders Federan 666L has not 
been readily available. Shortly, the 
vinyl fabric shoe material will be on 
hand for immediate shipment, Henry 
A. Golub, shoe division sales man- 
ager, said. 

He added that the company is pro- 
ceeding with its plan to provide a 
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affected by abrasion or staining 
agents. It employs a special base 
fabric with a _ built-in two-way 
stretch to avoid grain distortion, 
Mr. Golub said. 

Designed for the higher-price shoe 
application, Federan has found 
many users in all price ranges, he 
added. The material was designed 
not as a complete substitute for 


Vinyl fabric upper: Federan 666L is de- 

signed to combine the look of leather 

with features of vinyl. It is scuff and 

scratch-resistant and employs a base 

fabric with two-way stretch to avoid 
grain distortion. 


leather, but rather as a replacement 
in applications where the price of 
calf and kid has become prohibitive. 

Federan 666L is currently avail- 
able in red, black, two shades of 
gray, tan, brown and white. Addi- 
tional finishes and colors will be 
sampled in the near future, Mr. 
Golub said. 


L. J. Merle Retires 


At Endicott Johnson 


ENDICOTT, N. Y.—The retire- 
ment of Lawrence J. Merle as first 
vice-president and general sales man- 
ager of Endicott Johnson Corpora- 
tion was made public here recently. 
Mr. Merle, how- 
ever, will continue 
his 54-year affilia- 
tion with the com- © 
pany — a near-rec- 
ord in term of ser- 
vice—as a member 
of the board of di- 
rectors. 

His former du- 
ties have been as- 
sumed by Raymond 
A. Mills, EJ vice- LAWRENCE MERLE 
president of sales and marketing. 

Mr. Merle, who is 68, joined the 
company at age 14 as an office boy 
in the fine welt plant. He rose 
through the ranks to become vice- 
president in 1930. Since 1938 he had 
served also as general sales manager. 

For the last 15 years Mr. Merle 
was a director of the National Asso- 
ciation of Shoe Chain Stores. For 
the last four years he was a vice- 
president of the organization. 

At its annual meeting in New 
York last month, NASCS presented 
Mr. Merle with a hand-illuminated 
parchment scroll as a farewell trib- 
ute. Making the presentation was 
David W. Herrmann, executive vice- 
president of Melville Shoe Corpora- 
tion and a former president of the 
shoe chain organization. 


Bernardo Factory Moves 


NEW YORK—Bernardo Sandals, 
Inc., is relocating its factory in 
larger quarters at 17 East 22d St., 
New York, effective September 1. 
The company’s showroom and pub- 
licity office will remain in the Em- 
pire State Building during Septem- 
ber, then will be coordinated with 
the factory. 


Boot and Shoe Recorder 





First Miami Heel Factory 
To Make 4000 Pairs a Day 


MIAMI —This city’s first shoe 
heel factory has been opened by Pat 
Gabriel, a veteran figure in the heel 
industry. The Miami Heel Corpora- 
tion plans a daily output of 4000 to 
5000 pairs of heels, including 
wedges, clogs, wooden heels and 
plastic heels. 

The new company will cater to 
firms in Florida and the Caribbean 
area. It occupies a 10,000-square- 
foot factory on Miami’s N. W. 32d 
Avenue. 

Mr. Gabriel, who had planned 
semi-retirement in Miami, is con- 
nected with the Hanover Wood Heel 
Corporation, Hanover, Pa., and the 
Gabriel Century Corporation, Brook- 
lyn. 

His son, Frank, runs the Han- 
over plant and his son-in-law, Louis 
J. Tota, is in charge of the Gabriel- 
Century operation. Together, these 
two factories have a daily output of 
about 1400 pairs of heels. They 
cater to high-grade women’s shoe 
manufacturers in New York. 

The new plant opened with about 
25 employees as a start. 


New Genesco Division Will Market Charm Step Line 


NASHVILLE, TENN.—Genesco, 
Inc., has organized a new division, 
Charm Step Shoes, to distribute the 
corporation’s Charm Step line of 
women’s flats, casuals and heels in 
the $3, $4 and $5 
retail price range. 

The new line 
will be introduced 
at retail next 
spring, said Ben 
H. Willingham, 

Genesco president. | 

George Lang-¥ 
staff, Jr., an 1l- 
year veteran with 
Genesco, has been 
named president 
of the new operation. Other officers 
are Bob Bloxton, special sales man- 
ager, and Bob Richter, operations 
manager. 

The line will be manufactured in 
the Itawamba Shoe Company plant, 
a Genesco subsidiary at Fulton, 
Miss. Instock shipping will be han- 
dled from Tupelo, Miss. Designed 
for eventual national distribution, 
the shoes are being marketed ini- 
tially in the Southeast by a whole- 


GEO. LANGSTAFF, JR. 


sale sales force, Genesco officials 
said. Some fall shoes are being 
made available for immediate de- 
livery. 

According to Mr. Langstaff, 
Charm Step footwear “will feature 
conservative styling designed to 
offer retailers a compact line of 
proven high-volume shoes.” 

Since October 1955 Mr. Langstaff 
had been administrative assistant, 
Southern Shoe Manufacturing. Ear- 
lier he was assistant superinten- 
dent at both the Genesco plant in 
Danville, Ky., and the Boulevard 
plant in Nashville. 


Freeman Display Contest On 


BELOIT, WIS.—A 12-day trip to 
Hawaii for two is offered by Free- 
man Shoe Corporation in a dealer 
window-trimming contest. Displays 
are to be based on Freeman’s Spice 
Brown promotional theme in men’s 
shoes. Dealers may use display ma- 
terial provided through the Freeman 
display department or furnish their 
own. The contest runs from Sep- 
tember 1 to November 30. 





The biggest. demand is for THIS BIGGEST NAME BRAND! 


Se ?~ Your customers will ask for 


rd 


——~ DANSKINS 


full fashioned and seamless 


__TIGHTS 


, 


NEW FALL PRICES 


LEOTARDS - 


— 


TRUNKS 
knit of 
stretch nylon 


All Popular Constructions 


CHILDREN’S TIGHTS 
Full Fashioned ; 
Non-Run Full Fashioned z 


Best sellers everywhere! Stores get terrific 
response when they feature Danskins—the 
name consumers recognize for finest 
quality! 

Tights and Leotards, knit-for-perfect-fit in 
20 fashion colors, to wear matched or mixed. 


Seamless Run-Resist 
‘“‘Ivy-League’’ Stripes $3. 50 


WOMEN’S SIZES in same 


constructions as above $3.95 


\ 

\ 
LEOTARDS i 
for Children from $3.50 | 
for Women from $4.50 i 
} 


Your customers will see DANSKINS colorful advertising in 
¢ Seventeen © Mademoiselle ¢ Glamour 
¢ American Girl ¢ Dance « Ski ¢ Skating 
e N.Y. Times Magazine ¢ Fashions of the Times 
¢ The New Yorker 


TIE-IN for BIGGER VOLUME! 


© All Prices are Retail 
* Immediate factory delivery 


© Order direct * Write for 
iilustrated Catalog No. 8-6 


j U.S. PATENTS NO. 2,697,925 « NO. 2,706,389 * NO. 2,799,023 
DANSKIN INC 437 Fifth Avenue, New York 16, N. Y 
] e 
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Georgia Shoe Pushes ‘Falcon’ Brand as New Boot Bows 


FLOWERY BRANCH, GA.— 
Georgia Shoe Manufacturing Com- 
pany, Inc., will launch its “Aqua- 
duck” waterproof boot with an 
expanded promotional campaign em- 
phasizing the company’s “Falcon 
Footwear” brand name. 

First of the Falcon line, the new 
boot is lightweight and features a 
soft leather inner lining. The sole 
will be vulcanized to the pliable 
leather tops. In appearance the boot 
will have a welt-sole effect. 

Two styles will be produced: the 
Insulated Aquaduck retailing around 
$22.95, and the Standard Aquaduck 
at about $19.95. They will carry a 
money-back guarantee of water- 
proof performance. 

The Falcon Footwear name and a 
stylized Falcon head will appear on 
the soles of these and all boots and 
shoes made by the Georgia firm, 
said Board Chairman Sam L. Per- 
ling. 

An expanded consumer advertis- 
ing campaign for Falcon Footwear 
gets underway this month. With a 
potential audience of 6 million cus- 
tomers, the campaign will use Out- 


Georgia Shoe’s “Aquaduck" waterproof 
boots will carry new "Falcon Footwear" 
imprint on the sole. 


door Life, Field and Stream, Sports 
Afield and True magazines. Mer- 
chandising materials including tie- 
in newspaper mats and counter 
cards are available to retailers. 

Georgia Shoe employs more than 
1000 workers in its Georgia and 
Tennessee plants, which turn out 
some 12,000 pairs a day. The com- 
pany makes over 200 styles of in- 
dustrial and sports shoes and boots 
for men, boys and the Armed 
Forces. 


O’Sullivan Shoe Sales Unit 
Holds First National Meeting 


NEW YORK — The first national 
sales meeting of the shoe manufac- 
turing sales division of O’Sullivan 
Rubber Corporation, Winchester, 
Va., was held here recently. The 
session was held in connection with 
the Allied Shoe Products Show, at 
which the company was an exhibi- 
tor. 

Company officials taking part in 
the gathering included Harry Dieck- 
man, sales manager, and Charles Mc- 
Kenney, Jr., assistant to the presi- 
dent. 


A.C. Lawrence Adds Texture 


PEABODY, MASS.—A. C. Law- 
rence Leather Company has added a 
textured patent to its Super Black 
Diamond patent leather line. 

The new texture is being sampled 
by both women’s and men’s shoe 
stylists and manufacturers, the com- 
pany said. It will be used in tailored 
patent leather pumps and oxford 
ties with stacked leather heels as 
well as matching handbags, officials 
indicated. 





to serve 


AAAA . 6% to 12 


INSURING NEXT YEAR'S SALES Wh t0 13 


You can depend on this: 


every step! 


STYLE 705 
BLACK KID 


400 Last—14/8 
Leather Heel 


the woman who buys 
CUSHIONIZED BELLAIRES this season will ask for 
them by name next year. They sell themselves with 


SIZES STOCKED: 
AAA 6-10 
AA 51-10 

A 5-10 

B 4-10 


PRICE $6.40 less 2% 
Write to Department 15 for complete catalog 


-4 to13 
. 3% to 13 
to 13 
to 13 
to 12 
to 12 
to 11 
to 10 
to 10 
to 10 
to 8 
to 8 


EEEE. 
EEEEE. 
EEEEEE. 
EEEEEEE. 
EEEEEEEE . 


C 4-10 
D 4-10 
E 4-10 
EEE 4-10 


SPBWWWWWWWw 


your best way 


a big market! 


Eliminate fitting problems... 

increase your repeat business! Made over 26 different 
lasts, each designed for a particular type of foot. 
Choicest leathers. Right and left individual 
pre-molded counters. Resilient spring 

steel shanks. Many styles. 

Moderately priced. 


Fast 24-hour in-stock service . .. largest size-range in world! 
Some styles 2% to 13; AAAAA to EEEEEEEE 


Nationally 
Advertised 


D‘ Scholls 
SHOES 


SIZE 
RANGE 
FOR 

No. 2367A 
AS 
SHOWN 


Style 2367A 

Black kid biucher. 
Long inside counters. 
12/8” leather hee! 

with 4%” rubber top lift. 
Also in white. 


WRITE FOR CATALOG SHOWING DR. SCHOLL'S MEN’S AND WOMEN’S SHOES 


THE SCHOLL MFG. CO., INC. 


Chicago 10, Illinois, New York 11, N. Y., Los Angeles 58, Calif 





CUSHIONIZED BELLAIRE SHOE CO. 


15 Lowell St. celailelale Mmm iutellals) 
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Rubber Soling Compounds 
Marketed for Vulcanizing 


CHELSEA, MASS.—After exten- 
sive development work, the Ameri- 
can Biltrite Rubber Company has 
begun supplying rubber soling com- 
pounds for shoe manufacturers pro- 
ducing vulcanized footwear. 

The compounds are being used for 
vulcanizing soles directly to the up- 
pers of men’s and women’s casual 
shoes, men’s work shoes and chil- 
dren’s shoes. They are made in a 
variety of types and colors. 

For men’s and women’s casuals 
and children’s shoes, special rubber 
compounds are being supplied in 
red, white, brown and black. For 
men’s work shoes, both general pur- 
pose and oil-resistant soling com- 
pounds are supplied in brown, black, 
amber, and gum, as well as cork 
stocks in brown, black, and putty. 
Oil-resistant compounds are avail- 
able in Neoprene or nitrile rubber 
as specified by shoe producers. 

American Biltrite’s technical staff 
has worked closely with vulcanized 
footwear manufacturers using 
Cema, Desma, British United and 
other vulcanizing equipment. The 


LETS 


LACROSSE 
OUTDOORSMAN BOOTS 


BEFORE the 
season opens, 
make sure your 
stock is adequate 
for the big 
hunter market. 
LaCrosse has 
a complete line 
of rubber boots 
for water, marsh, 
or uplands — 
sensibly priced 
to make your store 
sport boot 
headquarters. 


| 


company’s compounds have proved 
suitable for all vulcanizing equip- 
ment, officials said. 





Victors in Drawing Contest 


John R. Thompson, sales manager of 
Yankee Shoemakers, Inc., Newmarket, 
N. H., congratulates Sarah Kroth, 7, of 
Wilmette, Ill., and Dale Dieterle, 11, of 
Highwood, Ill., winners of national "Draw 
Your Parents Contest." Each received 
$2,000 in U. S. bonds. Some 45,000 
children entered the contest, sponsored 
by makers of Little Yankee shoes. More 
than 400 stores took part in the promo- 
tion. There were 32 national prizes, 4400 
at local level. 


Sportsman 
Special 


Nes WV 
A 


aCrosse, Wisconsin 


CROSSE RUBBER MILLS COMPANY ‘®) 


Colonial Tanning Marks 35th 
Birthday at Sales Gathering 


NEW YORK—Officials and sales 
representatives of Colonial Tanning 
Company, Inc., marked the 35th an- 
niversary of the firm at their semi- 
annual dinner sales meeting here. 

Making an official presentation of 
the company’s spring and summer 
line for 1960 was Jane Wheeler, 
fashion coordinator. 

Earlier, Kivie Kaplan, treasurer 
and general manager, welcomed the 
group and Joseph Kaplan, president, 
spoke briefly. The company’s prog- 
ress through the years and its pro- 
posals for expansion were discussed. 

Outlining the programs and the 
outlook for the various company di- 
visions were John Mercon, patent 
leather; Sam Rubin, side leather, 
and Richard Goldberg, splits. 


Remington Starts Subsidiary 

PERTH, ONT.—Remington Prod- 
ucts of Canada, Ltd., a wholly owned 
subsidiary of Remington Products, 
Akron, O., has opened here. The 
plant will produce cushion features 
of every description for shoes. 


NTING 
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Personnel 





JOHN R. GROSE 
To Buster Brown 


MAX FRIEDLANDER 
Elected a Director 


Elected... 


Max Friedlander, as a member of 
the board of directors of Allied 
Kid Company. He is production and 
sales head of the company’s New 
Castle division, at Wilmington, Del. 

Dogan H. Arthur, as vice-presi- 
dent, sales, for Texon, Inc., South 
Hadley Falls, Mass., a newly cre- 
ated post. 


Appointed... 


John R. Grose, as general man- 
ager of the Buster Brown division 
of Brown Shoe Company, St. Louis. 
He replaces Hugh V. Winfrey, who 
resigned. Mr. Grose has been gen- 
eral manager of Brown’s Propr- 
Bilt division and formerly was with 
Buster Brown in a selling capacity. 

W. W. Peak, as sales manager, 
and Bill Pribble, as customer rela- 
tions manager of Nocona Boot Com- 
pany, Nocona, Tex. Mr. Peak for- 
merly was assistant sales manager 
of Justin Boot Company, Fort 
Worth, Tex. Mr. Pribble has been 
associated with Nocona for 14 
years. 

Harold Rosenberg, as a sales ex- 
ecutive for Farmington Industries, 
Inc., Farmington, Mo., makers of 


BILL PRIBBLE 
Named by Nocona 


Ww. W. PEAK 
Nocona Sales Head 


infants’ and children’s shoes. He 
will take charge of the New York 
office. 

Harry Albert, as sales represen- 
tative for Tober Saifer Shoe Manu- 
facturing Company, St. Louis. He 
will carry the Jolene women’s line 
in Florida and Georgia. 

Howard Glass and Jim Wilson, 
as sales representatives for Herley 
Shoe Corporation, Haverhill, Mass., 
men’s slipper producers. They will 
cover a newly opened territory 
comprising Washington State, Ida- 
ho, Oregon, California and Nevada. 

Harvey Bergmann, as sales repre- 
sentative for Culver Manufactur- 
ing Company, Inc., Erin, Tenn. He 
will carry the company’s line of 
women’s scuffs and men’s leisure 
shoes in the Mid-Atlantic Coast 
territory, including eastern Penn- 
sylvania, southern New Jersey, 
Maryland, Delaware and south to 
Washington, D. C. 

Frederick R. Barlow, as director 
of sales and product development 
for Plastic Materials and Polymers, 
Inc., Hicksville, N. Y., which is en- 
gaged in the compounding and col- 
oring of plastic raw materials for 
use by end-product manufacturers. 

Joseph C. Haufe, as head of 


JOHN L. COLE 
Appointed a VP 


HAROLD ROSENBERG 
Sales Executive 


sales for the Lantuck non-woven 
division of Wellington Sears Com- 
pany, New York. He succeeds Den- 
zil V. Probasco, who resigned. 
John L. Cole, as vice-president in 
charge of client relations for Ise- 
lin-Jefferson Financial Company, 
New York. He was formerly con- 
nected with William Iselin & Com- 
pany, Inc., factoring firm, for over 
20 years in a similar capacity. 


Promoted... 


John J. Denbrock, to assistant to 
the vice-president in charge of 
plastics for The General Tire & 
Rubber Company, Akron, O. He 
formerly managed the company’s 
building materials division. 

William E. Riseley, Jr., to assis- 
tant vice-president of William Ise- 
lin & Company, Inc., New York fac- 
toring firm which does business in 
the shoe field. He joined the com- 
pany in 1952. 


Retiring... 


George Tobey, from Willcox & 
Gibbs Sewing Machine Company, 
New York, after 16 years as adver- 
tising manager. He started with 
the company in 1923. 





Maine Leathers Expands 


BOSTON—Maine Leathers, Inc., 
of Dover-Foxcroft, Me., tanning sub- 
sidiary of Beggs & Cobb, Inc., here, 
has begun construction of a 10,000- 
square-foot addition to its beam- 
house. According to Harry Bemis, 
president of Beggs & Cobb, the addi- 
tion will enable the tannery to han- 
dle 2200 sides a day, an increase of 
40 per cent. Within a year, Mr. 
Bemis announced, a permanent ca- 


86 


pacity of 3000 sides a day will be 
reached. 


‘Scuff-Kote’ Floor Display 


NEW YORK — To help retailers 
promote Esquire Scuff-Kote, a new 
liquid polish, Knomark, Inc., is of- 
fering a one-piece floor stand which 
holds 12 dozen packages. The dis- 
play, which features a “back to 
school” theme, is 1434 in. wide, 141% 
in. deep and 59% in. high. 


Spain Seeks U. S. Leathers 


WASHINGTON, D. C.—Spain 
wants to buy U. S. shoe leathers. A 
group of U. S. businessmen recently 
returned from a tour of 17 Spanish 
business centers says Spanish shoe 
manufacturers are eager for both 
U. S. leathers and other products. 
The Spanish government recently 
lifted the ceiling on foreign partici- 
pation in business from 25 per cent 
to 50 per cent in most enterprises. 
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His Radio Show Sells Them 


St. Louis sportscaster Joe Garagiola 
selects Winthrop shoes for which he 
"goes to bat" on his radio show, "Fan 
in the Stands," before each game played 
by the St. Louis Cardinals. At right 
is Charles Mueller, assistant advertising 
director for International Shoe Company. 
The radio show also promotes other Inter- 
national brands. 





Gelatin Process Patented 
For Making Foot Molds 


HAVERHILL, MASS. — Marvin 
H. Brindis, president of the Bernie 
Shoe Company here, has_ been 
granted a patent on a new method 
of making foot molds used in the 
manufacture of custom-made shoes 
for abnormal feet. 

Men’s and women’s shoes made 
from these molds are manufactured 
by a newly organized division of the 
Bernie firm, called the Personal 
Contour Shoe Company. They are 
known as Personal Contour shoes, a 
registered trade name. 

The new molding process involves 
the use of a gelatinous material 
which retains its shape after the 
foot has been withdrawn. In this 
respect it differs from other types 
of foot molding using plaster. 

Plaster molds, Mr. Brindis points 
out, must be divided into sections 
after the plaster has hardened to 
enable the foot to be withdrawn. 

Personal Contour shoes are sold 
only through doctors. Members of 
the medical profession are furnished 
with kits containing the mold mate- 
rial plus instructions. Completed 
molds are returned to the Bernie 
factory and the finished shoes are 
sent by Bernie to the doctor. 

Chief market is found among men 
and women who need custom-made 
shoes either for correction or to 
compensate for permanent foot ab- 
normalities. 
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Where to Buy 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 











JOBS 





BOX HANDLERS 





For Over 43 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


bo by 








MOSINGER-COHN 


235 Wast gftc 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 


at action prices 
79 


A Oo | S THE NATION'S 


CANC 
81 READE $7... N.Y. 2 


FINEST 


U 
WO 2-5 





Will LONG ARM* 
The efficient box hendior 
QUICKER, EASIER, SAFER 


you 
Believe 


Trade Mork 


When | tell you that toes 
Long Arms handle shoe 
boxes on high shelves 
uicker, Easier, Safer 
than by any other meth- | | ~— 
od? Or you can return ry 
Long Arms with 
handle lengths 24'', 36'', 48", 60°", $3.50; with 72" 
handles, $4.50. Postage prepaid in USA. Specify 
handle length desired and if for Men's or 
Women's boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 


MERCHANTS’ NEEDS 























them. 











AV Sn 
oul ACTED 


— if you advertise in newspapers 
write today for free samples of 


1. Sterling Shee Mat Service 





PCI Adds Cutting Surfaces 


BOSTON—A full line of cutting 
surfaces has been added to the shoe 
manufacturing product line made by 
Plymouth Cordage Industries, Inc., 
here. A. H. Boudrot, vice-president 
and sales manager, said the new line 
includes Parablox, a special compo- 
sition which produces cutting sur- 
faces that are “self-healing” as 
cutting continues and reduce resur- 
facing to a minimum; Long Life 
fiber blocks and Bally wood blocks. 


Sport Specialty Moves 

ST. LOUIS—Sport Specialty Shoe- 
makers, Inc., has moved its offices 
and sample room into larger, remod- 
eled quarters on the third floor of 
the Shell Building, 1221 Locust St., 


An outstanding service of 


carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


® 
2. Vincent Edwards idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


3 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organisation 


342 Madison Ave. 
New York City 

















here. Carl LaRue, Jr., heads the 
firm, which makes sport-type casuals 
for women and misses, nurses’ shoes 
and Di Porto juvenile footwear. 





Shoes Fit(ted) for a Queen 


Seattle Seafair Queen Judy Paulson is 
fitted by Harold Pearson, past president 
of Pacific Northwest Shoe Travelers, with 
one of nearly 20 pairs which the asso- 
ciation supplied for her. The Seafair, an 
annual event in August, is highlighted by 
national hydroplane gold cup race. The 
Queen acts as official city hostess at 
various succeeding events locally and 
throughout U. S. 





Clemtex Mfg. Co. Features 
Straws, Linens for Spring 

HUDSON, MASS. — Straws and 
linens are the highlights of the 
Clemtex Manufacturing Company’s 
spring line. Beachcomber and Zom- 
bie, airy, cool nylon straws, give an 
illusion of a striped, diffused pattern. 
Irish linens in varied tweeds, stripes, 
embroideries and plain weaves, will 
be more important than ever. 

Combinations of matching linens 
in stripes and solid colors are very 
interesting. Heavy slub linens are 
liked for casuals and flats. 

A complete line of white dyeables 
is featured in a paisley cotton and 
rayon construction called Enchant- 
ment and a three-dimensional effect 
called Quiltie. There is a large range 
of yarn-dyed fabrics. Among novelty 
fabrics is a lurex called Jewel Dust 
and a leather grain, Impression, 
available in tintable white as well 
as black, gray and black and bronze 
and black. 


Award for ‘Art in Tanning’ 
MILWAUKEE—Albert Trostel & 
Sons Company, Milwaukee tanning 
firm, has been cited by the Lithog- 
raphers and Printers National As- 
sociation for the company’s com- 
memorative portfolio, “Art in Tan- 
ning,” containing paintings depict- 
ing the creation of leather. The 
portfolio was judged one of the 


Classified and Want Ads 





WANTED TO PURCHASE 


WANTED TO PURCHASE 








1603 South Michigan Ave. 
Phone or Wire Collect 





KELLY PAYS TOP PRICES 


CLOSE OUTS 


COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 


KELLY SALES INC. 


Chicago, Illinois 
Wabash 2-3797 











POSITION WANTED 








EXPERIENCED 
ORTHOPEDIC SHOE 
SALESMAN 


Will consider job selling retail. 


Reply to Box 603, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 








WILL BUY 


ANY PART OF YOUR SHOE STOCK; 
Men's, Women's, Children's. 


OSCAR TRAISTER SHOE COMPANY 


207 Essex Street, Boston, Mass. 

















SIDELINE SALESMAN WTD. 





WIDE EXPERIENCE IN PURCHASING 
Rubber Footwear and Shoes in General. Know 
the Domestic and Japanese Markets Thor- 
oughly; also understand manufacturing and 
production end. A_ personal interview would 
convince you. Reply to Box 601, Boor anp 
SHoz Recorver, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





MEN'S SIDE LINE SALESMEN 


Line of Popular Priced Men's Shoes with 
exclusive feature to be expanded. Open- 
ings in several sections. All correspond- 
ence will be strictly confidential. 


Reply to Box 605, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 





FOR SALE 





TUVENILE SHOE STORE, 
IN MARYLAND. Better Grade Shoes. Vol 
ume $85,000. Low rent. Will sell for stock 
at cost and reasonable price on fixtures. An- 
proximately $30,000. Reply to Box 597. Boor 
anp SHOE Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


LOCATED 





SIDE LINE WANTED 


WELL KNOWN NEW ENGLAND REP- 
RESENTATIVE of Children’s Shoes desires 
non-conflicting Line to sell to retail and de- 
partment stores. Reply to Box 690, Root ano 
Snoe Recorner, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 








six best industrial publications in 
its class, at the LPNA’s 1959 na- 
tional competition. 


Trimfoot Sample Room 


ST. LOUIS—The Trimfoot Com- 
pany, Farmington, Mo., shoe manu- 
facturing firm, has opened a sample 
room at the company’s new S&t. 
Louis office on Brentwood Blvd. in 
suburban Clayton, Mo. John B. 
Reinhart, Jr., president of the firm, 
and J. B. Ruebel, vice-president, 
make their headquarters at this 
office. 











MANUFACTURER'S 
INSTOCK LINE 


We have several excellent territories open for experi- 
enced salesmen interested in a line of flats, casual 
sports and little heels retailing $5-$7. These shoes 
are all in-stock and can be carried with a non-con- 
flicting side line. New line will be ready in early 
Fall. Write fully—your inquiry will be kept in 
complete confidence 


PHYLLIS SHOE CO., LOWELL, MASS. 


SIDELINE SALESMAN WANTED for a 
beautiful line of Italian Men’s Shoes. Excel 
lent opportunity for an aggressive man, Will 
pay high commission, plus bonus. All terri- 
tories except Metropolitan New York. Give 
trade references and list experience with reply 
to Box 606, Boot ano SHoE ReEcORDER, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


FOR LEASE 


WOMEN’S SHOES, TUCSON, ARIZONA, 
Large Fashion Store, top location, will lease 
shoe department. Volume potential $100,000 or 
more. Write: W. S. 3250 Wilshire Boulevard, 
Los Angeles 5, California. 




















SHOE STORE LOCATION _ Established 
over 25 years. Modern front, fully equipped. 
Excellent for cancellation shoes. Located on 
Clinton Avenue near Bergen Street, Newark, 
N. J. Write or phone owner: Samarch Corp., 
c/o Danzig, 107 Roseld Ave., Deal, N. 
KEllog 1-1024 (N.J.). 


FACTORY MANAGEMENT 














HEVERLE and HAY 
121 North Broad Street 
Philadelphia, Pa. 
Specialists in Leather Saving, cutting 
control, and all shoe management 

problems. 
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Wanted to Purchase 








FAIR WARNING 


After transacting your business with 
UNCLE LOUIS you will be so PLEASED AND a SURPLUS SHOES 


OVERJOYED you surely will feel like kiss- CANCELLATIONS 
ing him. COMPLETE STORES 


Write or wire - fast ace 
PLEASE DON'T Taide inh ailloths anes 
CAUSE AUNT JENNIE IS JEALOUS be Footwear FOR OVER 43 YEARS 


UNCLE Louis Camitta & Son MOSINGER- COHN 


9 a N.Y. C. 
1 Reade St., N. Y. C. WOrth 2-5063 235 Weshineten. $t. to 




















Any quantity...any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action 
write, ‘wire or phone immedi- 
ately. 


M. K. Weil Shoe Co. 
1215 Was hingte mn Avenue 


Quality Shoes Since '32 
“While in Town See Weil" 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED S 
YOUR NAME PROTECTED i 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 








TOP DOLLAR! 


Fon YOUR, ope Raat 
EDDY SHOE COMPANY 


ALWAYS RELIABLE 
132 No. a. St. Phila. 6, Pa, 
Phone: WA 5-9533—WA_ &-9927 




















WE PAY MORE /._.,,. WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1|-9830 














M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 wert Fewer now. York City 
- Beekman 3-0 




















Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
” Al lete st idered 
TRHoMITPIE "USES done tn Pino Shone Prom Piso Searece Since 198) 
79-81 Reade St. © New York 7, Y. © Tel: WOrth 2-5180 


MMHHEEEHEEEEEEEEHELHEHHEHEEEHHHHH@@@quutd 


BARI 


Y 
Ld 


YW: 


lla BARIS BUYS for CASH ZZ 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 
Phone or Wire Collect 


UNion 3-6413 














Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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Classified and Want Ads 








HELP WANTED 


HELP WANTED 





SALESMEN WANTED 








% o& ATTENTION! * * 


ASSISTANT MANAGERS OR 


RETAIL STORE SALESMEN 
(CLOTHING, SHOES, READY-TO-WEAR) 


Several Openings Now Available 
LEADING TO 


STORE MANAGER 


POSITIONS IM FAMILY CLOTHING CHAIN 
GUARANTEED MINIMUM SALARY 


WITHIN ONE YEAR 
$7500 pws 
GROUP INSURANCE, PENSION PLAN, ETC. 
RELOCATION NECESSARY 


DEJAY STORES, IWC., 120 £. 23rd St., W.Y.C. 
Phone Mr. G. KAUFMAN—OR. 7-7900 

















FIELD SUPERVISORS 


@ TOP OPPORTUNITY FOR CAREERS, WITH 
GROWTH POSSIBILITIES IN A LARGE EX- 
PANDING RETAIL SHOE CO. 


@ APPLICANTS MUST HAVE RECENT EX- 
PERIENCE AS FIELD SUPERVISOR OF 
CHAIN SHOE STORES, WITH RESPONSIBIL- 
paope OVERALL STORE OPERATION AND 


@ MUST BE WILLING TO RELOCATE AND 
TRAVEL. 


@ GOOD SALARY, INCENTIVE PROGRAMS 
AND COMPANY BENEFITS. 


@ OUR PERSONNEL KNOW OF THIS AD. 
ALL REPLIES HELD IN CONFIDENCE. 


@ SEND RESUME AND SALARY REQUIRE- 
MENTS TO: 





Box 700, BOOT & SHOE RECORDER 
Chestnut & Séth Sts., Philadelphia 39, Pa. 














OPPORTUNITY 
SALES EXECUTIVE 


Old Line Company plans to ex- 
pand their In-Stock Line of 
Men’s Shoes with an exclusive 
feature. Opportunity for man 
capable of expanding and head- 
ing sales organization. All in- 
formation will be held in strict 
confidence. 


Reply to Box 593, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadsiphia 39, Pa. 














DISTRICT SALES MANAGER 


To supervise sales and distribution of high- 
grade men's imports—in-Stock and Make- 
Ups. Available districts Eastern Seaboard 
and Southwest. Very attractive offer for 
- am. All replies held strictly confi- 
ential. 


Reply to Box 582, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











HAVE OPENING FOR WOMAN SHOE 
SALESMAN who has ability to manage, 
buy and_ sell women’s and children’s shoes. 
Well established store. Prefer widowed woman 
or one old enough to appreciate a good perma- 
nent job. Salary and commission. If you like 
small town, write or call in person. JAY’S 
SHOE STORE, Toledo, Iowa. 





LINE WANTED 


FAMILY MAN, 34, THIRTEEN YEARS’ 
Retail-Management experience, desires to 
travel Ohio, Michigan, Indiana. R. 
CHARLES, 4256 Blythe, Columbus, Ohio. 








EXPERIENCED SHOE 
ACCESSORIES SALESMAN 


To contact Shoe Factories and Shoe Retail 
Chains with line of exclusive jeweled strap 
and shoe ornaments. 
RHINE-CRAFT CO. INC. 
8717 18th Ave., Brooklyn 14, N. Y. 
Beachview 2-1900 











EXPERIENCED SALESMAN WANTED 
to represent Nationally Known Line of Juvenile 
Styled Cement Footwear. States open are: Ala- 
bama, Florida, Georgia, Mississippi, New York, 
and Pennsylvania. If interested in any other 
territory, write. Will consider. All replies 
confidential. Reply to Box 595, Boor anp SHOE 
Recorper, Chestnut & 56th Streets, Philadel- 
phia 39, Penna. 


WANTED SALESMEN FOR SIDELINE 
of Men’s Extremely High Styles Dress Ox- 
fords, such as Flat Tops, Missiles, Blades, 
Knobs, etc. $9.98 retailers. Line runs into 
an average of 24 samples. Territories open: 
Pennsylvania, Arkansas, Tennessee, Texas, 
Oklahoma, Ohio, Virginia, Michigan. Reply to 
Box 599, Boot anp Smoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 








EXPERIENCED SALESMAN to carry Na- 
tionally Distributed regular Welt and Pre- 
scription Children’s Shoes with your present 
Line for Washington, D. C., Virginia, Mary- 
land, West Virginia. Above average commis- 
sion rate. Excellent opportunity with rapidly 
expanding company. State all personal details, 
background and present line carried in first 
letter. Reply to Box 602, Boot anp SHog ReE- 
corper, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





EXPERIENCED TRAVELING SHOE 
SALESMAN: Aggressive man with following 
for Kansas and Missouri territory. Complete 
line of Men’s and Boys’ shoes, boots and ox- 
fords. Commission and guarantee. Give trade 
references, and state experience. JUNG SHOE 
MFG. CO., Sheboygan, Wisc. 





SALEMEN WANTED—NORTH CARO- 
LINA and several other areas available for ex- 
perienced shoe traveler with following. Manu- 
facturer of complete Line of Children’s, Big 
Boys’ and Men’s Shoes with large in-stock divi- 
sion, seeking representation in this highly pro- 
ductive area, well established accounts. Re- 
plies held in strict confidence. Reply to Box 
607, Boor anp SuHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 
Classified Advertising 
Is payable in advance 








Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK 


BOOT AND SHOE RECORDER 




















Please check if box No. is Wanted [1] 


Enclosed is Check 0 
Money Order 0 








Boot and Shoe Recorder 














Index to Advertisers 


This Advertisers’ Index ts published as a convenience and not as part of the advertising 
contract. Every care will be taken to Index correctly. No allowance will be made for 
errors or failure to insert. 


Acme Boot Company, Inc. ... 
Alden, C. H., Shoe Co. ...... 
American Biltrite Rubber 

Company Front Cover 
Avon Sole Company 


Bi.& Kae G0. ce cds ae sns 
Baby Deer Shoes 

Baris Shoe Co., Inc. ....75, 87, 89 
Bass; G. H., & Ge:.ci.ccvecses 
Bayer, A. J., Company 

Beebe Rubber Company 

Berned Shoe Company 

Blue Bonnet Shoe Company.. 
Boot and Shoe Recorder.48, 68, 69 
Broitman-Gaffin Shoes, Inc... 89 


California Footwear Co. ..... 63 
Cambridge Rubber Co., Vul- 
Cork Division 

Camitta, Louis, & Son 
Camitta Shoe Con... isiccs cris 
Carry-Pack Company, Ltd.... 
Colonial Tanning Co., Inc. 

Inside Back Cover 
Colt-Cromwell Company, Inc.. 177 
Crown Rubber Company .... 


2 
Cushioned Bellaire Shoe Co... 84 


Danae, Be 9 s.scvic edad be eeis's 83 
Douglas, W. L., Shoe Com- 


Dow Corning Corporation... .8, 
Dunham Brothers Company. . 


Eby Shoe Corporation 

Ed White Junior Shoe Co...31, 63 
Eddy Shoe Company 

Edwards, Vincent, Company. . 
Endicott Johnson Corp. ...... 


Foot-So-Port Company 


Gerberich-Payne Shoe Com- 
Outside Back Cover 
Goodrich, B. F., and Hood 


Hempstead Shoe Co., Inc. ... 89 
Hubschman, E., & Sons, Inc. 
Inside Front Cover 


Irving Tanning Corp. ....... 77 


Kangaroo Tanners 
Kelly. Salen; Ene... is 6s o0icsicis 





La Cross Rubber Mills Com- 


Levor, G., & Co., Inc. ....... 
Long Arm 
Lucky Sales Co., Inc. ...... 14, 15 


Medic Shoe Manufacturers, 
Inc. 
Miller Shoe Company, Inc.... 
Modern Orthopedic Appliance 
Co. 
Mosinger-Cohn Shoe Co. ... 
Mrs. Day’s Ideal Baby Shoe 
SG ae ee eer 718 


Pe eres OOK. sae ce cav'n case 27 


Pacific Mills Domestics Corp. 79 
Parents’ Magazine 
Phillips Premier Corporation 72 
Potvin, R. J., Shoe Company 56 
Principle Plastics 


Ripple Sole Corp. .......... 
Rubin, Irvin 


Scholl Mfg. Co., Inc., The ... 
Scott Foot Appliance Co. .... 
Sebago-Moc Company 

Shaw; Fee Ta IOGiicevc cs ccccce 
Stepmaster Shoes, Inc. ...... 
SOS Milas Oe GIN ce ccee ccs 


Tem Ast. Cog TRG: 6ckccace ce 
Taylor, B.. E., Corps ...ecse.- 
Tingley Rubber Corporation. . 
Topps Shoe Store 

Traister, Oscar, Shoe Com- 


Jey) 8 ee eer eae 


United Shoe Machinery Cor- 
poration 

United States Rubber Com- 
pany, Naugatuck Chemicals 42 


Vaisey-Bristol Shoe Co. ..... 9 


Weil, M. K., Shoe Co. ...... 73, 89 

Wellco Shoe Corporation .... 77 

Winchell Shoe Mfg. Co. ..... 60 

Wolverine Shoe and Tanning 
Corporation 








BAYER Cpace-Misor 
STAIRWAY 
CONVEYOR 


Takes the work out of moving 
merchandise upstairs 
or down! 


Space-Miser 
goes up, down or 
Stops at the touch of a switch! 


This low-cost, practical Bayer Space- 
Miser inclined conveyor carries bun- 
dles and packages up or down stairs, 
helps to cut losses from breakage or 
other damage due to carelessness or 
accident. Space-Miser gets the job 
done faster! 


Anyone can operate Space-Miser. Simple 
“up’’, “down” and “stop” switch con- 
trols movement with fingertip touch, 
makes operation foolproof and safe. 


Folds out of way when not in use. Space- 
Miser folds flat against wall when not 
in use, does not interfere with normal 
Stair traffic. No special installation 
required. Accommodates packages 
and cartons as large as 18”x48” x48” 
up to 250 Ibs. 

Write today for complete informa- 
tion on how to get added utility from 
your store. 


A.J. BAYER COMPANY 


2300 East Siauson Avenue 
Los Angeles 58, California 
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Consider 


United 





Service 


Asa 
SOURCE OF PROFIT TO YOU 


How much have you lost in “Seconds” or “‘ Rejects’”’ during the last 
year? Has machine wear been considered as a cause? 

Staples may not be holding, welt butts may be open, or heel seat fitting 
inaccurate. Are your operators wasting time trying to correct the results 
of machine wear? 

As machines are used, working parts develop wear, adjustments be- 

SERVICE come less effective. By looking at the crippled shoe, the United man 
. knows where to look for trouble spots. 
PARTS There are no substitutes for United’s experienced men. They are kept 
abreast of all the latest service information. 

Call your United man today. Let him show you how much United 

Service can save you. 


oe 
WJnited. “es pace gatas pei 
Boston, Massachusetts 


Boot and Shoe Recorder 





no one | 

has more fun 
at a party 
than the gil mn 


COLONIAL 
PATENT 


Ciclonial 


PARTY-PRETTY PATENT LEATHER 


183 Emerald 


y a bewitching colors 


154 DUTCH BLUE 762 DRAGON RED 662 MANDARINE 749 BONE 886 BRIGHT 

611 ROYAL NAVY 612 BOLERO RED 183 EMERALD 632 SUN COPPER GUNMETAL 

852 MADONNA BLUE 940 CARNATION PINK 638 TOPAZ 187 MAUVE 146 BLACK RASPBERRY 
446 MIDNIGHT 610 BUTTERCUP 793 AMBER BRONZE 577 BRUNETTE 608 WHITE 

882 WILD ROSE 981 CLOVE PINK BLACK 


(Bp) corona TANNING CO., INC., BOSTON 11, MASSACHUSETTS 
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Sbanountiny GERBERICH GOLD COIN Shoes 
THE AMERICAN LOOK 
Richer Leathers. Votan Supersoles 
For Deluxe Packaging 


GERBERICH Dealers 


INSTOCK 


GERBERICH-PAYNE SHOE COMPANY The Finest Na me In Boys’ Shoes 
MOUNT JOY PENNSYLVANIA 


FFICES: New York, Marbridge Bldg., Room 417 . Los Angeles, Alexandria Hotel . Room 805 
Philadelphia, 12 S. 12th St., Room 914+ In Canada, J. Leckie & Co., Ltd. L. H. Packard and Canada West 





